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HETHER you have gone into 
the subject far enough to 
know where your sustaining 
volume comes from or not, if you are 
paying expenses, there is a definite 
source from which you get your sup- 
port. There is an advantage in know- 
ing exactly where it comes from and 
what conditions make trade better 
one month than another, or one week 
than another. 

In a general way most retailers 
believe that they do know these 
things, but it often proves that they 
really know very little about the ac- 
tual facts affecting their market. A 
retailer was recently greatly dis- 
turbed by the fact that a chain store 
“located” right across the street and 
began selling shoes at lower prices 
than he had offered. He spent a good 
deal of time counting customers en- 
tering the chain store and concluded 
that his business was doomed. 

His first thought was to put in a 
line of cheaper shoes and to adopt 
the methods of the new competitor. 
Fortunately, a clear-minded salesman 
called upon him while he was in this 
quandary. The outsider could see 
things in a different light. His first 
question was, “How many customers 
have you lost to the new store?” In- 
vestigation showed that a greater 
number of sales had been made than 
before the chain store was estab- 


Measuring Your Community 


for Shoes 


By Irving S. Paull 


Business Analyst, Washington, D. C. 





66 | SHOULD like to think, for 

the sake of the shoe 
trade as a whole, that an in- 
creasing number of merchants 
will begin to study their own 
communities to find their sus- 
taining volume. 

“It is probable that the man- 
ufacturer will have to help 
some retailers find their ‘sus- 
taining volumes’ before the 
manufacturers will find their 
own sustaining volumes.”— 
Irving S. Paull. 





lished. The retailer could hardly be- 
lieve the facts shown by his own rec- 
ords. 


T developed that the advertising 
attracted people to the new store 
and many of them bought, but not all 
were satisfied with the lower priced 
shoes that were offered and others 
required more service and attention 
than the chain store provided. Some 
of these people came across the street 
and bought. Few of these custom- 
ers had ever visited the store before. 
The retailer discovered that many 
of these new customers had recently 
located in his city. He called on the 
secretary of the Chamber of Com- 








merce and asked about the number of 









people coming to the city and learned 
that one of the manufacturing plants 
had added 75 machinists, draftsmen, 
designers, erectors, and other skilled 
workers to its force. Of these men, 
382 were married and had brought 
their families with them, adding 102 
to the population of the community. 

An insurance company had located 
in the community and ‘employed 30 
people in its offices. An Eastern 
manufacturer had established his 
distributing branch in the city. That 
added an office and warehouse force 
of 16 people to the population. In 
addition to that there were six sales- 
men with families added to the com- 
munity. 


EFORE long the retailer discov- 
ered that about 700 new people 
had located in his community during 
the preceding year and a half. He 
learned that the average income of 
each of these new families was just 
over $2,000 per year. He also learned 
that there were about 2300 income 
tax returns reported from his com- 
munity and that 280 were in excess 
of $5,000 incomes, and that 71 fam- 
ilies in the community had incomes 
above $10,000. 
He learned that 27 new homes had 
been built and sold to newcomers in 
the city. He learned how many auto- 
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This New French, Shriner & Urner store 
is located at 1002 Walnut Street, Kansas 
City, just below the location of the old 
store at 1018 Walnut. 


In entering the new store, the first im- 

pression that one gets is the club-like 

atmosphere, with large, comfortable 

chairs arranged in intimate groups and 

individual smoking stands supplied with 

cigarettes in front of each group of 
chairs. 


Jack Schroeder, the store manager, ap- 
parently feels that his customers are 
entitled to the same physical comforts 
in buying their shoes that they enjoy 
in wearing them. 




















The walls of the new store are aitrac- 
tively panelled to the ceiling in American 
walnut, except where the stock is un- 
obtrusively carried on shelves that are 
flushed with the panelling. 


The store is indirectly lighted by two 
hanging fixtures that add to the beauty 
of the whole interior decorative plan. 


Mr. Schroeder, who is known throughout 
the Kansas City trading radius, has been 
busy receiving the congratulations of his 





host of friends on his new store. 


mobiles were in operation and the 
number that had been sold by the 
dealers. He also discovered what 
makes were in demand and the prices 
people were able to pay in his com- 
munity. 

Before he was through he knew 
that certain sections of his city had 
certain rental values and were occu- 
pied by families with an average of 
two children per household. He 
learned the routes of traffic followed 
by these people on their shopping 
trips. He studied their buying hab- 
its and more to the point, he studied 
their requirements. He made it his 
business to become the purchasing 
agent for a selected group of families 
and took pains to let them know 
about it. 

That was his method of making 
certain of his sustaining volume of 
business, but it was only after he had 
begun to study his community and 
its requirements that he came to ap- 
preciate the fact that his success 
rested in assuring himself a steady 
flow of business that would constant- 
ly sustain his store. 

He is no longer disturbed by the 





a 
fact that a chain store is located 
across the street, nor is he worried 
by the fact that it is increasing its 


business. He carries a stock of 
shoes that would not readily sell in a 
chain store at the prices they com- 
mand without a greater degree of 


_service than a chain store is justified 


in rendering. 

As a matter of fact, the retailer 
has made some improvements in the 
appearance of his store to emphasize 
the difference in a service store and 
a mass-distributing outlet. His sales- 
men call customers by name. He is 
developing records of sizes and re- 
quirements of the various members 
of the families of his customers. In 
other words, he knows his customers 
by their feet. He makes “footnotes” 
on their personalities. 

Since becoming better acquainted 
with his sustaining market he has 
had less occasion to mark down stock 
and offer special clearing sales. His 
turnover is taking care of itself. His 
advertising is directed to a definite 
audience. One that he can visualize 
through acquaintance. His direct ad- 
vertising is now more effective be- 



















cause he knows the people on his list. 

His window displays are no longer 
designed to appeal to the casual pass- 
erby, but to attract a definite kind of 
trade. Instead of dropping to the 
lower level he has risen above its 
competition. His store is rapidly be- 
coming known as the best shoe store 
in the community and he has greater 
assurance of support than ever be- 
fore. He has discovered that there 
is a great deal more to serving his 
community than matching prices 
with chain stores. 


China Inquires for. Haver- 
hill-Made Shoes 


HAVERHILL—Witherell & Dobbins 
Co., makers of “W. & D.” turns, re- 
ceived recently an inquiry from a 
merchant in Shanghai, China, re- 
garding this line of women’s foot- 
wear. George W. Dobbins, head of 
this concern, says that it is gratify- 
ing to note that the fame of “W. & 
D.” turns has reached the other side 
of the globe and has interested mer- 
chants of the Far East. 
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This center findings 
case on a “dead wall” 


has paid for itself 
every week in the 
year. 


BOOT AND SHOE RECORDER 


























It is the constant 
reminder that foot- 
wear needs attention. 






Footwear Needs Attention > 


—Sell Findings 


| How Martin’s Shoe Store Sells Thirty Extra Items 


places in which to sell find- 

ings, why not make the dis- 
play of findings as attractive as pos- 
sible,’ was a thought that ran 
through the mind of Martin A. Kur- 
kowski for a long time. Various ways 
and methods of presenting them at- 
tractively to customers had been 
tried out, methods that were fairly 
successful in many average stores. 
But still they did not ring the bell 
with the boss, for he knew that some 
better way could and should be de- 
vised. The ordinary ways were fair 
but lacked the punch. 

Visiting other shoe stores in large 
and small cities did not help him 
solve his problem in quite the manner 
that he thought it should be solved. 
Then, too, with his location right in 
the best hotel in La Salle, Ill., he had 
first chance to sell to many travelers. 

The most attractive of all display 
fixtures is the original one that Mr. 
Kurkowski designed and is shown in 
the center. This case is 72 inches 


T: shoe stores are the logical 





high, 66 inches wide and 16 inches 
deep, with each compartment 6 inches 
high, 12 inches long, and 16 inches 
deep. On the end of the case is 
fastened a narrow strip of shelving 
just wide enough to hold a row of 
dressing, thereby increasing the dis- 
play and at the same time utilizing 
that dead space at the end of the 
case. 

The first thing one sees in entering 
the store is this case on which is dis- 
played some thirty different kinds of 
findings. Included are various arch 
aid appliances, foot comfort reme- 
dies, inner-soles, covered wood heels, 
as well as a good representative line 
of dressings and cleaners for all 
kinds of shoes. 

“IT have been selling and fitting 
shoes for 27 years in La Salle,” said 
Mr. Kurkowski, “being 22 years with 
one concern and the past five years 
for myself. This finding fixture was 
a winner from the start, for it has 


been doing business for me every. 


minute of the day: At least 50 per 





cent of our total sales in findings are 
sold through the medium of this ‘Si- 
lent Salesman,’ 30 per cent are sold 
by the suggestion of our salespeople, 
and the remainder by customers 
calling for what they wish. 

“This specially arranged case has 
been in use for four years, being 
most successful in increasing sales 
in the particular lines that we dis- 
play onit. During the busy times the 
customers who pop in for a bottle 
of dressing are more than apt to 
pick out the wanted kind. Then it 
is just the work of a second to slip 
it in a bag and take the money. 
People will not come in the smaller 
stores like ours during the busy 
times for a small article, as they 
think they may be obliged to wait. 
It is more than likely that they will 
go to some ten cent store, buying 
something to tide them over rather 
than to bother to go to a shoe store 
for such a small purchase. That’s 
one way I feel that we have saved 
many sales.” 
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Getting the Customer 





just as intelligible as any op- 

erative force, such as heat, 
electricity, or other expression of 
physical energy; as real as might in 
the moral universe; as genuine as 
the power of religion. 

The application of the force of ad- 
vertising to human purposes requires 
competent control, as the locomotive 
needs to be governed by the steam 
engineer, and the automobile needs 
to be directed by a capable driver. 

The man who uses the force of ad- 
vertising is obliged to know what 
sort of a power it is that admits his 
control, what it can do and cannot do, 
what may be expected of it and what 
may not be expected of it. 

It is perhaps natural to look for 
even the impossible from advertising, 
because it is credited with accom- 
plishing many marvelous results. But 
it is no stricture on advertising to 
say that it has its limitations. It 
performs no creative function; the 
power it exercises is that of stimula- 
tion. It never creates a desire or 
originates a demand for anything. 
Its part is to discover desires that 
are inherent in all people, effect a 
contact with these desires, and warm 
them to animation. It seizes upon 
demands that are latent in human 
impulses and emotions, demands of 
which sometimes perhaps no one has 
yet become conscious; it vitalizes 
them; it leads them out into con- 
sciousness; and makes them vigor- 
ous. Advertising influences human 
nature by touching human feelings 
or emotions which transform readers 
of advertisements into buyers of 

merchandise. 

This power to change consumers 
into. customers, and to sell merchan- 
dise, gives to advertising its vital 


‘ DVERTISING is a definite force 
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Getting Customer Attention 








Twenty years of face to 
face contact with customers 
are condensed into this article 
by O. K. Johnson. His long 
term of service with East- 
wood’s of Rochester, N. Y., 
plus his editorial training on 
the staff of the Boot and Shoe 





Recorder years ago, combine 
to make what he says not only 
informative but authoritative. 
This is the first of a series. 





significance to retail mer- 
chants. Its importance to you, 
as a shoe merchant, is in its 
power to get customers 
into your store and sell 
shoes to them. This is 
the thing of chief con- 
sequence in your busi- 
ness. 

How can you get 
customers, and 
sell shoes, by ad- 
vertising? 

We propose to 
attempt to an- 
swer this ques- 
tion. 











A Major Study: Your Customer and 
How to Obtain Her Custom 


It is clear that, if you want to get 
customers, you must do something to 
influence their action and impel them 
to buy. Your customers are not 
born; you make them. 

In qualifying yourself to decide 
what to do, you find it necessary to 
know certain fundamentals of human 
nature. 

It is surprising how simple and 
natural, and of what import, the 
study of human nature be- 
comes, when we realize that 
human nature means simply 

the characteristics of 

folks like those who are 
all about us, whom we 
meet every day, and 
who are essen- 
tially the same 
ag we are our- 
selves. 

‘*Study the 
customer” is the 
advice in every 
book ever writ- 
ten on advertis- 





ing and salesmanship, and a clue to 
the mental attitude of every good 
advertising man and salesman. 
Studying the customer may be as 
dull and dry an occupation as you 
can imagine; or it may be as ani- 
mated and interesting as the best 
biography or autobiography, which 
are the most lively and spirited of 
literary forms. 

You will make the study of the 
customer the more instructive and 
profitable by personalizing it and re- 
garding it as biography. The plat- 
form speaker directs his lecture to 






















Appeal by Letter 


one individual he selects in his audi- 
ence, that he may make his message 
straightforward and forceful to all. 
You will get more results from your 
advertising if you plan it and write 
it specifically to reach an individual 
personality clearly identified in your 
own mind. 


Capturing the Conscious Thought 
of Your Customer 


You want to influence your cus- 
tomer to the act of buying. So you 
will consult the psychologist in order 
to discover the functions or faculties 
that participate in producing human 
action, and to determine the ways in 
which these functions or faculties 
operate. The psychological facts and 
principles involved in the problem of 
selling shoes successfully and profit- 
ably in the retail shoe store should 
be familiar to every shoe merchant. 

To begin with, if you would move 
your customer to action, you must 
exert an influence that reaches his 
consciousness, his mind. 

It is not easy to define the mind, 
but we may here regard it as that 
part of the human self which feels, 
thinks and wills. These three phases 
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of the mind, these three mental func- 
tions, or rather mental faculties, 
may be thought of more in detail, as: 
First, Feeling or Emotion, compris- 
ing all pleasurable and painful condi- 
tions of the mind. Second, Knowing 
or Intellect, comprising all mental 
operations associated with what we 
call the power of penetration, dis- 
cernment, sagacity, judgment. Third, 
Willing or Volition, comprising all 
the operations of the mind whose 
tendencies are in the direction of ac- 
tion. 


N innumerable discussions of ad- 
I vertising and salesmanship, the 
problem of how to reach the custom- 
er’s mind, in all three of its phases, 
has been analyzed, and it seems to be 
the unanimous opinion that there are 
four stages in the process: First, 
Getting the customer’s attention. 
Second, Arousing the customer’s in- 
terest. Third, Awakening the cus- 
tomer’s desire. Fourth, Exciting the 
customer’s action. 

This popular summary of the ele- 
ments of a transaction with a cus- 
tomer may or may not tell the whole 
story; it may or may not arrange the 
four points in correct sequence. But 
certainly it is full of significance to 
the merchant who, in the scheme of 
modern distribution, forms the point 
of contact with the consumer. For 
everyone must agree that the mer- 
chant is unlikely to make a sale un- 
less the customer’s desire to buy 
stimulates the action of buying; also, 
that the desire to buy is unlikely to 
exist unless the customer’s attention 
has been attracted to shoes and she 
has found them to possess an interest 
for her. 

This is what attention means: 


















Awakening Customer Desire 


You’ve Got to Get Your Customer’s 
Attention 


Two thousand years ago one wrote 
about people who had eyes but see 
not, and ears but hear not. We see 
things without taking notice of 
them; we hear sounds dw 
without realizing them; = 
objects touch our skin but 
we do not feel them. The 
reason for this is that alle : 
frequently our mind or 
consciousness is 
in a sort of dif- 
fused state 
where definite 
perceptions are 
absent. 

But when we 
snap out of this 
state of diffused 
consciousness by 
concentrating it 
upon some ma- 
terial or mental object, we regard 
the object; we heed it; it has our at- 
tention. This intensified form of 
consciousness is the direction the 
mind takes to any object presented to 
it, object meaning a material thing, 
sensation or idea. Attention is not a 
function or a faculty of the mind, but 
it conditions all mental operations. 
Without attention, no distinct feeling 
is possible, no clear thinking, no 
meditated volition. Hence, attention 
is of primary importance in any ef- 
fort to influence the feeling, thought 
and action of others. That is why it 
is given first place in every consider- 
ation of the science of advertising 
and selling. 

As an advertiser you will agree 
that you are first of all faced with 
the necessity of getting attention to 
your advertisements. For folks do 
not take newspapers primarily for 
the sake of reading the advertise- 
ments. They read newspapers for 
the sake of the news. In com- 
paratively few instances is 
the reading of advertise- 
ments voluntary and pre-de- 
termined. You may as- 
sume that, for all practi- 
cal purposes, the read- 
er’s consciousness is dif- 
fused when she 
turns over the 
pages of the pa- 
per; so your ad- 
vertisement may 
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Turning desire into purchase 
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pass under her eye without her see- 
ing it at all. Or if she sees it, she 
may find that it has little power to 
attract and hold her attention; in a 
few seconds she is thinking of some- 
thing else; and your name, your 
store, your merchandise are not in 
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her thought at all. 

That is the dark side of the pic- 
ture. Many a merchant who has 
gazed upon it has wondered if news- 
paper advertising can be profitable, 
and whether it might not be wiser to 
try running his store without it. If 
you were to ask a number of people 
some time if they had seen your ad- 
vertisement that day, several would 
say they were afraid they didn’t see 
it, that they had been a little rushed 
and had hardly looked at the paper. 
You would be quite convinced that 
this dark side of the picture is no 
nightmare, but a grim reality that 
you, as a shoe merchant, must face. 


BS look upon a brighter picture, 
in the light of an experience of 
your own. You are sitting at your 
breakfast table, reading as you eat. 
From the headlines and leading para- 
graphs you quickly absorb the gist of 
the national and world news on the 
first telegraph page. Then you look 
inside the paper. A few headlines on 
local stories persuade you to read 
these items of news of your home 
community. Meanwhile, what about 
the advertising in the paper? Have 
you read any of the advertisements? 
You hesitate to answer because you 
are a little uncertain whether there 
were any advertisements on the 
pages you looked at. But now you 
turn over another page, and for a 
moment you do not see anything. 


[CONTINUED ON PAGE 50] 
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Know Your Pairage 


T requires the sale of a certain number of pairs 
of shoes to pay the rent of a store. An addi- 
tional number of pairs must be sold to pay the 
salesforce, bookkeeper, telephone operator and the 
other people who make the success of the business 
possible. 

Heat, light, telephone, interest, taxes, station- 
ery, postage, in fact every expense represents the 
sale of a definite number of pairs of shoes. All of 
these items must be paid before the retailer can 
begin to sell shoes for his own profit. 

The sustaining volume of sales is definitely fixed 
at the amount of operating cost, before an actual 
profit can be taken on a sale. The salesforce might 
be said to be working for itself until the payroll is 
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met, and working for the landlord until the rent is 
paid and so on through the whole list, including the 
manufacturer of the shoes. In fact, one might go 
so far as to say that for a certain period of time 
the salesmen in a shoe store are working for the 
shoeworkers on the payroll of the manufacturer. 

If we look at the proposition from that view- 
point we might even figure the time that salesmen 
devote to working for the livestock raiser who pro- 
duced the hide out of which leather was made and 
later converted into shoes. One could easily find 
himself working part of the day for someone on 
the other side of the earth. 

What we are interested in is what number of 
pairs of shoes constitutes the sustaining volume of 
sales in your store and how certain you are of se- 
curing that business regularly? 


Banking Common Sense 


ANKERS feel that the prosperity of the home 
merchant is of greater importance from a loan 
standpoint than investment in mining stocks, etc., 
a thousand miles away from home. They feel their 


, money is safer when put in the hands of a local and 


responsible business man. As an index to the 
value of borrowed money, the following is taken 
from an actual case in hand: 

A big retail house having ample capital and sur- 
plus holds to a much restricted field because the 
proprietors are wary about using their own money 
for a business venture that is contingent upon 
changing styles, etc. The store across the street 
has captured the bigger part of the worthwhile 
trade in the community, because it makes every 
effort to be first in style showings of the season 
and draws heavily upon its silent partner, the bank, 
so that it can discount its bills, pocket the saving 
therefrom and see to it that efficient merchandis- 
ing brings the cash to the store before the date of 
payment to the bank draws nigh. Of the two, the 
merchant who leans upon the bank has proven to 
be the more successful. A fair study of how the 
bank can be a silent service partner is well worth 
your consideration. 


Association—On Guard 


T this time, and for the winter. “On guard” 
should be the word, with the legislative com- 
mittees of all shoe associations and organizations, 
local and national, in all branches of the trade. 
For congress will soon be with us, also forty-eight 
legislatures, all of them supplied with crankism on 
mercantile matters, and liable to radical action. In 
fact, each and every member of the shoe trade 
should consider himself a part of a general “vigi- 
lance committee” for the common welfare. 
Among gamblers and other law breakers the 
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word is sometimes passed, “‘lay low; the grand jury 
is in session.” And a period of caution supervenes. 
It is discreditable to American common sense that 
it has become necessary for legitimate, honest busi- 
ness to adopt a paraphrase, as above outlined, and 
to say, “Be on guard; the legislature is in session.” 
That it is necessary, experience has demonstrated, 
for a large amount of unintelligent legislation ap- 
pears to be based on the theory that engaging in 
business is a crime. 

The shoe trade never asked any special favors; 
but it has been compelled more than once to de- 
fend itself against misguided assaults, against leg- 
islation which would injure the consumer as much 
as the merchant. 


Too Much Pepper 


EP is good for business, but the stimulation of 

a business by peppering it with stock that is 
not typical of the average cannot be termed good 
merchandising practice. 

It comes from the sample shoe store scheme 
wherein a small run of sizes and styles bearing 
good advertised names were sprinkled with a cheap 
stock. The public thought it was getting one thing 
and when it came to the fitting 
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window and makes the stock look better to the 
consumer. The early customer having an average 
sized foot may be able to get the shoes she wants, 
the store taking a loss and charging it up to pub- 
licity. That is the common explanation for pep- 
pering a stock—it’s good publicity. 

That explains why so many people marvel that 
a merchant can pay $7.50 for shoes at the factory 
and sell them for $6 and make money. But, the 
money made is on the shoes bought below the regu- 
lar price, or because of the volume of business. If 
a store has a big enough volume it can do all sorts 
of stunts, even to buying a case here and there of 
$12 shoes. 

The point at issue in “peppering a stock” is not 
good business, and most Better Business Bureaus 
when they are aware of the practice insist that the 
merchant have an adequate number of sizes and 
widths to justify the presentation of such a shoe 
in the window. A six pair purchase won’t do it. 

A shoe store stock should be mirrored by what 
is in the window, and it should be representative 
of the grade of shoes that constitutes a good value 
(with a profit to the store) at the price set. There 
is no justification in good merchandising practice 
of buying shoes at $10 and selling them for $5. 





stool it discovered that it was 
something else again. 

The garment trade has long 
known the practice of advertising 
dresses at $16, with Paris labels, 


Is Peppering a stock geod business ? 





and models gowns peppered into 
the goods finally sold. When the 
public discovered the deception it 
made a point of coming in early 
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on the morning of the sale and 
picking out the high class goods 
(put into the line to tone it up), 
with the result that fifteen min- 
utes after the sale started all of 
the high value dresses were gone. 
Then came the practice of pepper- 
ing the sale with a few good num- 











bers every hour or so. That part 





hs 


of the public that knew values 
picked out the prize plums, while a 





the average customer selected the 
line of goods in the belief that 
they were getting a very much 
greater value. 

The practice in the trade of 
having a fixed price line of shoes 
and then to brighten it up going 
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to the high-priced manufacturer — 
for a few special styles, even 
though they cost 50 per cent more 








than the price at retail. There 
is no question but what the better 











made merchandise tones up the 
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They evidently knew Miss Fay 
Lamphier of Alameda, Cal., 
would win in a walk, for they 
fitted her to oxford ties in the 
Walk-Over Shoe Store in San 
Francisco. She evidently has 
made a hit with the shoe man, 
for Edric R. Taylor, the “style 
all the while” last man, was un- 
officially one of the judges at 
Atlantic City. He snapped the 
remaining photographs on this 
page. In judging he was as- 
sisted by Sam B. Wolf and 
Myron Wolf of Sam B. Wolf 
Sons Co., Cincinnati, Ohio, and 
George A. Barnett of M. E. Blatt 
Co., Atlantic City, N. J. 
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He carries his shop with him 
wherever he goes — native 
shoemaker, Pekin, China 
The Chinese shoe merchant 
believes in selling extras, for 
he sells socks, handkerchiefs 
and neckties, as well as a com- 
plete family supply of shoes. 
The mannikin in the corner is 
the nearest approach to a 
Chinese style show 
Look at the patent leather 
sabots, proving that even the 
peasant of France wants style 
Down by the ocean side this 
window display of shark 
leather footwear won first 
prize 
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Designing the Store to Sell 
Children Only 


Philadelphia Shoemen in Novel Venture 


NOTHER shop of charm and 
A tisinto was added to Phila- 
delphia’s shoe emporiums 
when the new store of Raphael’s 
at 1709 Chestnut Street was opened 
to the public. Beautifully furnished 
and perfectly appointed, this store 
was host to a vast throng of visitors 
on its opening day. Telegrams from 
every part of the country poured out 
their welcome and flowers from the 
various trade associations, from 
manufacturers, and other friends in 
and out of the trade graced the 
spacious and handsome salon. The 
store specializes in juvenile shoes and 
uses the slogan “From First Step to 
College.” 

The members of the firm of the 
new shop are Arthur S. Raphael and 
Benjamin B. Goodman. Mr. Raphael 
has been in the shoe business since 
1897 when he entered the employ of 
the Gimbel Brothers store in Phila- 
delphia. He remained there until 
April, 1905, since which time he has 
been traveling on the road represent- 
ing various firms in every part of 
the country. His most recent con- 


Exclusively a juvenile shop, 


it carries every size in boys’ . 


and girls’ footwear from first 
steps to college. A complete 
line of hosiery, garters, shoe 
trees and corrective footwear 
is carried. It is eighteen feet 
wide and one-hundred and 
eighteen feet long. 


nection was as the representative for 
the Sportocasin Company of Yar- 
mouth, Me., covering the eastern 
seaboard from Newark to Florida. 
He is a prominent member of the 
Philadelphia Shoe Travelers’ Asso- 
ciation and successively held the 
offices of secretary, treasurer, and 
president of this organization. Mr. 
Goodman is a very prominent busi- 
ness having been connected for some 
time with the Montgomery Clothing 
Company. 


HE new store is an exclusively 
children’s shoe store. It carries 
in stock every size in boys’ and girls’ 
footwear from the “first step to 
college.” It also carries for this same 
trade a complete line of hosiery, 
garters, hand-painted shoe trees, 
ornaments, and corrective’ footwear 
The entrance to the store is between 
two show windows. One of them 
contains a display of patent leather 
narrow one-straps in every size from 
small 4 to large 7. The other win- 
dow contains a display of boys’ 
genuine black and tan alligator shoes 
as well as_ corrective 
footwear. The windows 
have brackets and also 

indirect lighting. 


The store is 18 feet wide and 118 
feet deep. The main salon, which is 
61 feet deep, is finished in a color 
scheme which makes a very effective 
combination of two-tone blue and 
ivory. The furniture consists of 
wicker smali and larger chairs in 
blue frosted white with automobile 
cushion seats covered with highly 
colored tapestry, large settees of the 
same material, wicker floor lamps, 
solid glass show cases on wicker 
tabourets, and fitting chairs and foot 
mirrors also of wicker. On one side 
is the counter for the display of 
ornaments and to the rear of the 
store is the cashier’s office. In the 
rear also is a balcony 40 feet long 
and 18 feet wide. One side of it is 
given over to the private offices of 
Mr. Raphael and Mr. Goodman and 
the remaining space has been made 
into a play and rest room. Here chil- 
dren find delight in playing with 
hobby horses, electric trains, build- 
ing blocks, and other toys. At vari- 
ous places in the store there are at- 
tractive wicker cages containing song 
birds. : 

All of the $25,000 stock carried by 
the store is concealed under the 
balcony, the only footwear on display 
in the salon being in glass cases. 
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A Men’s Club Room for 
Twenty-Kight Dollars 


How to Get Business in a Basement and by 
Making the Change Increase Sales 30% 
—That’s Going Some 


Briggs, window trimmer, and 
James M. Corrigan, manager, 
of Willson’s Shoe Shop, Boston, had 
an idea for increasing the sale of 


Gt four weeks ago W. R. 


men’s shoes. This was a basement 
“Men’s Club Room.” They tried it 
for one week, with “smokes,” of 
course, and all the necessary equip- 
ment. So well did the plan work 
that the men’s shoe business of this 
store increased 30 per cent. And so 
it was decided to permanently in- 
stall a “Men’s Club Room” in the 
basement of Willson’s Shoe Shop, 
and not only here, but in the other 
two stores of which Mr. Briggs is 
display manager. 

Willson’s Shoe Shop officially “in- 
augurated” its Men’s Club Room on 
Sept. 14. The men’s windows had a 
special trim—the newspapers an- 
nounced it—the basement took on a 
genuine men’s club room ‘“atmos- 
phere.” Trade is on the upgrade— 
customer confidence is increasing— 
and several men have announced 
that they will accept the printed in- 
vitation that is placed prominently 
where the smokers can see it: “You 
are cordially invited to make use of 
the conveniences of this department 
at any time.” 


Not only is the 
men’s club room 
in the basement, 
but its window 
is a basement 
casing below the 
regular window 
box. Note in the 
basement pic- 
ture the shoes 
hanging from 
the side bar 


HE expense of the men’s club 

room idea is but a trifle. It is 
so slight that it can be installed by 
the smallest merchant in the coun- 
try. Here is what it cost Willson‘s 
Shoe Shop—and this includes the 
initial cost of furnishings. 


Fourteen college pennants at 
$1 each 

Four cigar trays and stands at 
$2 each 

Fifty cigars at 9 cents each.. 

Fifteen packages of cigarettes 
at 14 cents a package 


8.00 
4.50 


FTER the first week it will cost 

about $5 to maintain this men’s 
club room; for, on account of a large 
order on cigars and cigarettes, 
placed with a big tobacco house, the 
cigars will cost but 7 cents each— 
the cigarettes about 12 cents a pack- 
age. The college pennants and cigar 
stands for a permanent investment. 


43 


The cuspidores were already owned 
by the house, but even if a merchant 
had to buy these they would not rep- 
resent but a minimum expenditure. 

Nor have the men customers 
abused the courtesy offered. Man- 
ager Corrigan reports that in almost 
three cases to every one cigarettes 
will be chosen instead of cigars 
—and even where another ciga- 
rette is offered it is almost always 
refused. 


HE good-will feature of this 
“stunt” cannot be over-empha- 
sized. For just as soon as you ask 
a man to sit down, make himself 
comfortable and have a smoke, it 
puts him at his ease. It is particu- 
larly advantageous for business on 
Saturdays, during rush hours, as a 
man does not mind waiting, if he 
has a paper to read and a good 
smoke. 
The window, containing such 
signs as, “Visit Our Club Room Shoe 
Department—Exclusive for Men” 


and “Come Down Stairs and Have a 
Smoke with Us,” is given a careful 
survey by the men and boys. On 
looking in the store they see the 
stairway before them—at the head 
of the stairway, an attractive case 
of men’s light tan shoes, and decide 
that they will “explore” a little fur- 
ther. As they make their way down- 
stairs, not thinking at all about the 
fact that they will have to walk up 
to get out, although they would hesi- 
tate to mount the same stairway, for 
the reason that they would not think 
about the ease with which they could 
walk down, they note at the foot of 
the stairway a case, featuring rid- 
ing boots and a goodly display of tan 
footwear. The findings case, with a 
number of pairs of the latest effects 
in hosiery is just at the right—a few 
slippers displayed on a rack midway 
on a section of shelving, are in full 
view, as an added buying sugges- 
tion. The entire 45 x 25 foot base- 
ment is well planned for display. 
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NAMES the Public Can’t Forget 


The Speed of the Eye of the Reader 
Registers What? 


HE signature of a store is the least 

expensive part of advertising to 
have right; and one of the most impor- 
tant. It is the one thing that can be 
used to tie ail advertising together by, 
yet only a small percentage of merchants 
as seen in their advertising have really 
expressive signatures. 

Look at the signatures in the left-hand 
column. What do they suggest to one? 
The merchant may answer this question 
for himself; no one else can do it for 
him. 

One shows one thing and another 
something else. That is, some one qual- 
ity sticks out above another, but all sug- 
gest the idea of a painstaking desire on 
the part of the advertising merchant to 
do things right. The confidence created 
is something to conjure with, for it 
usually follows that the merchant who 
is particular about his signature is par- 
tricular about the way he deals with his 
patronage. 

Every merchant can have a signature 
that reflects his business policies, ideals 
and standards; every merchant should. 
There is a stimulant in the illustrated 
signatures, 

Slogans Which Sell 

Taft’s Overland Shoe Shop says: 

“Style and quality created the demand 
—demand made possible the price.” 

Hahn says: 

“Florsheim builds shoes to build life- 
time friendships.” 


Poe’s says: 

“The Home of Short Vamps.” 

Friedman’s says: 

“To see them is to want them. To buy 
them is to save.” 

Weatherby’s says: 

“If a Dollar Bill were Rubber it 
Couldn’t Cover More Value.” 


Schultz’s says: 
“Automobiles have dropped in prices 
so we've made walking cheaper.” 


Porter says: 
“Shoes of Charm by Porter.” 


Aside from the persuasive selling 
stories, of which there are many, testify- 
ing to the ingenuity of hundreds of 
merchants, there is the fact of a change 
in prices. 

The individual merchant is beginning 
to run more to shoes from $7.50 to $10 
in both men’s and women’s shops. 

The hue and cry of cheapness is get- 
ting the soft pedal. The arguments 
used by merchants are giving more 
thought to safe and sane selling. The 
$4 and $5 shoes predominate in chain 
store advertising. 

Very likely many merchants have 
themselves noticed this trend. Perhaps 
there is recorded here a changing na- 
tional sentiment on the part of mer- 
chants. This will be followed closely in 
future surveys; the question as to what 
is coming to be the “popular price” in 
footwear in America. 
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easy to add from one to four 

dollars to many of your shoe 
sales by the proper suggestion of 
rubber footwear. This can be done 
even when you have had nothing but 
dry weather. Did you ever hear the 
“Rubber Cry” as sung by many re- 
tail shoe merchants? It goes some- 
thing like this: “We have had an 
open fall and winter, no snow nor 
rain. My rubber stock has not 
moved at all, in fact we have not 
had any rubber business in the last 
two years,” etc. What’s more, that 
merchant never will have any rub- 
ber business unless the dear public 
comes into his store for the express 
purpose of buying rubbers and 
practically takes them away from 
him. : 

The BooT AND SHOE RECORDER 
knows of a merchant who sells rub- 
bers with his shoes and thereby does 
the customer a-great service, besides 
getting that extra sale, which on a 
bad day might go to some other shoe 
store that would be most handy for 
the customer to reach. Of course, 
this enterprising merchant lets up 
on his rubber selling in July, but in 
October, November, December and 
January nobody buys a pair of shoes 
in his store without having a chance 
to buy rubbers. After completing 
the shoe sale, the salesperson will 
say something like this: ‘While you 
are here, let us fit these shoes with 
rubbers, which you are liable to 
need most any morning now. We 
are sure to have snow and disagree- 
able weather right soon and you had 
better let us prepare you for it while 
our stocks are complete. We now 
have the right shape and size.” 

The customers of that store appre- 
ciate the thoughtfulness of the sales- 
men and this retail merchant has 
already a broken stock of rubbers, 
although he laid in his usual initial 
supply. He is due to order more 
rubbers now, and there has not been 
any wet weather in his community 
this season. He got “the jump” on 
the other merchants and sold the 
customers while he had them; also 
his sales tickets read $8.50 instead 
of $7 and $11.50 instead of $8, etc. 
You cannot sell rubber goods or any- 
thing else by “moaning.” Think up 


N' this time of the year it is 


other moving rubber ideas, or accept 
this one—the results will be surpris- 
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Selling Rubbers by Suggestion 


Don’t wait for the storm, sell ’em right along 





One of the new, snug fitting, 
easy to slip into rubber shoe 
styles, fitted to a pair of men’s 


high shoes. It represents the 
shoe-and-rubber (two-pairs-at- 
one-time) sale 





ing. It has been proved that you 
don’t have to experience wet weather 
or snow at this time of the year to 
sell rubber goods. 


For rubbers to fit the new pair 
of leather or fabric shoes purchased 
can be readily sold as an “extra pair” 
sale from October through to the 
summer months. The reason that 
rubbers are not sold with every pair 
of leather or fabric shoes is because 
they are not suggested to the cus- 
tomer. The merchant above referred 
to sells white rubbers with silver and 
light colored slippers. Many of the 
young people prefer these to car- 
riage boots—they are less expensive, 
keep the light shoes clean and har- 
monize better with the evening coat 
and head dress. On rainy nights 
too warm for rubber  overshoes, 
“when milady to a dance would go,” 
she has chosen white rubbers almost 
invariably. The wife of this retail 
shoe merchant thought of this idea 
—he bought a few white rubbers in 
women’s sizes, “talked” about them 
in newspaper advertising and in a 
sales letter, in which letter he also 
emphasized the wisdom of buying a 
pair of rubbers to fit every shoe. He 
has been selling the white rubbers, 
as well as black rubbers and tan rub- 
bers, as the occasion demanded. 

“Rubber Shoes for Occasions” he 
has found a good slogan. He has 
trimmed his windows accordingly. 





In every trim, from now on, rubbers 
in black, tan and white are dis- 
played. He shows a few pairs of 
overshoes. He shows rubber shoes 
by the side of leather shoes, just as 
hosiery is displayed beside the shoes 
which they the most appropriately 
accompany. He “talks” the health- 
giving advantages of wearing rubber 
shoes in wet weather to keep the feet 
dry, prevent colds and keep the body 
healthy. He makes his rubbers an 
active stock. He believes that they 
are good sellers and, having “sold” 
them to himself, he proceeds to sell 
them to his trade. 


He has now trimmed a “hunting 
boot” window, with rubber boots 
with and without leather tops. 

The merchant shows all of the 
new styles in rubbers and overshoes. 
He shows how easily men’s rubbers 
and overshoes will slip on and how 
well they fit the foot. He shows a 
new type of rubber for a woman’s 
shoe, that will fit a number of dif- 
ferent shapes of toes and that may 
be rolled into a very small space and 
carried in a small handbag when not 
in use. 

And, very soon,. when some of the 
real cold, snappy days are due—per- 
haps -about. Nov. 1—try.a “Cold 
Weather Window.”.. Trim this up 
with glistening material to resemble 
snow—cotton wool and mica . will 
answer very well. A touch of’ blue 
and tin foil. may be effectively used. 
Display. overshoes for. men,’ women 
and children therein. Rubber shoes 
as cold weather propositions are al- 
ways popular. And this year, more 
than ever, is there a real reason for 
talking low temperatures. For Abbe 
Gabriel of Caen, France, celebrated 
statistician, has proved to the satis- 
faction of the German and French 
Governments and to the Smithsonian 
Institute at Washington that 1926- 
1927 will register exceedingly cold 
temperatures. The primary cause 
for this cold weather, as stated by 
Abbe Gabriel, are sun spots and the 
“primodial cycles”. of 186 and 372 
years. One of the 186 cycles is due 
to arrive in 1926-1927. The Smith- 
sonian Institute has stated, “All 
1927 will be ‘a year without a sum- 
mer.’” It will be “Nineteen-hundred- 
and-freeze-to-death,” they facetious- 
ly report. But,- however lightly the 


[CONTINUED ON PAGE 50] 

















One of the friendliest 
stores in the country. 
They expect the cus- 
tomer to smoke if he 
likes and make it easy 
for him to get cigars, 
cigarettes and matches 
if he wants them. This 
store talks the lan- 
guage of its customers. 
Five large _ colleges 
swear by the shoes they 
get. Even the hosiery 
is given a unique title, 
“The Cat’s Meow.” It 
sure is a happy store 


— 
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E traveling editor of the Boot 

AND SHOE RECORDER dropped 

into our store one morning with 
a grouch that would have turned Old 
Man Gloom green with envy. He 
passed right by a box full of matches 
without filling his pockets, failed to 
ask for any free shoes strings and 
when I wished him a pleasant good 
morning he growled so loud that the 
stenographer dropped her nail file 
and has not found it yet. 

“Spike,” said he as he limped over 
and flopped down on my new spring 
hat that I had placed carefully on a 
chair, “when you finish washing the 
windows and shining the brass this 
morning, I want you to write me 
something about feet and disposi- 
tions.” 

“Feet and dispositions?” said I. 
“You mean you want me to tell folks 
how to correct arch troubles and 
cure corns, bunions and ingrowing 
toenails?” 

“Hell, no!” snorted the editor. 
“Leave that to Doc Reilly—he knows 
everything. Write something pleas- 
ant; something they’ll read.” 
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Cave-man stuff in the window — brutally blunt 
copy — “treat ’em rough” — they'll stand it 



























Feet and Your Disposition . 
By F. L. (Spike) Arnold 


=ee= plied. ‘My wife’s been in the hos- 





UT in Kansas City, the au- 

thor and Fred H. Gray run 
Gray’s Bostonian Shoe Store. 
The formality of calling them 
“mister” lasts just 16 seconds 
after you enter the store. Then 
it’s “Fred” and “Spike.” 
Their’s is a friendly store for 
men. They invite you to smoke 
and they sell thousands of pairs 
to the students at Kansas State 
“Aggie” and the universities of 
Missouri, Kansas, Nebraska 
and Oklahoma. 

Their publicity methods are 
unique. Some eye-catching nov- 
elty is always in the window. 
Their hosiery’s trade name is 
“The Cat’s Meow,” and an ec- 
centric cat does weird and won- 
derful stunts in the window 
(after being wound up). Re- 
cently “Cave Man Ozfords” 
were shown in a cave-man set- 
ting.—Editor’s Note. 


“You sure have got nerve,” I re- x that will make you forget you ever 












F. L. (SPIKE) ARNOLD 


They built a cave in 
the window made of a 
box covered with green 
cheese cloth, stuffed and 
painted to look like 
mossy rock. A _ cave 
man doing his stuff at 
the entrance and heavy 
tan veal oxfords poking 
their nose out of the 
cave entrance. Pictures 
of a local wrestler, and 
there you have a set- 
ting that cleaned out 
every pair of boots 


pital eleven weeks, how do you ex- 
pect me to think anything pleasant, 
let alone write it?” 

And then, besides, I have known 
for many years that as a writer I 
would make a good parachute jump- 
er. In fact, I never write to my wife 
—just telephone. As I haven’t any 
money in the bank I don’t even get to 
practice writing “insufficient checks.” 
So you see my writing practice is 
limited. But, fellows, read this if it 
kills you. I’ve got to make good with 
that editor. 

But about feet and dispositions— 
I meet a lot of all kinds in a day’s 
work and I’ll say this: If you care to 
have that much envied, sunny dis- 
position (without the aid of gin) you 
must have “painless” feet. Good feet 
mean just one thing—shoes that fit. 

A colored gentleman once called 
his feet his “dogs.” When asked the 
reason for such a name, he replied, 
“*Cause, Mister, dey has been O so 
faithful to me.” And so they will be 
to anybody if he takes proper care of 
them. If there is anything on earth 
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went to Sunday School it’s when your 
“aogs” get to whining. 

Bad feet and bad teeth have ruined 
When 


many wonderful dispositions. 
baby’s cutting teeth he’s cross; but 
when “Paw” comes home with his 
feet hurting, well, we all just pray 
for company to come in so he will 


have to keep still. You know—just 
grin and bear it. 

Moral—Good feet help to keep 
everybody happy. 

How nice it is when you are danc- 
ing—having a hard enough time, 
anyway, to look pleasant—and some 
bird weighing 200 or better comes 
pracing along, backward, and takes a 
ride on your pet corn! Man! Oh, 
man! If you could only swat him 
with one of Mr. Bell’s’ iron telephone 
poles! But you say, “Oh, that’s all 
right, didn’t hurt a bit”—and still 
some people say shoe men tell lies. 

A number of years ago I suppose 
shoe men did tell some little white 
lies when the lady asked for size 3-B, 
insisted she would buy nothing but 
3-B, and she had a 414-C foot. Of 
course, in such a case, the wise shoe 
man would have to go around the 
truth—just a little. 

The Harvard bureau reports show 
only 15 per cent of women buy their 
shoes large enough and but 40 per 
cent of the men. In the World War 
45 per cent of the men had foot trou- 
ble of some kind. And speaking of 
the war, one of the best exercises 
Uncle Sam made the fellows with 
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Letters that “sure 
make friends for 
our store” 


bad arches take in his camps was to 
remove their shoes and socks and 
pick up marbies with their toes. This 
exercise strengthened the muscles in 
their arches and legs but, oh, boy, 
how it weakened one’s laughing mus- 
cles to watch them. If the captain 
had said, “If you fellows laugh at 
these men you will be shot at sun- 
rise” he would have had to shoot the 
balance of the army. Try to picture, 
if you can, some of those fat rascals, 
barefoot, picking up marbles with 
their toes. Charlie Chaplin never 
had a thing on them. But don’t for- 
get that after these same fellows got 
across the Big Pond they chased 
“Fritzie” so fast he thought they all 
had perfect arches. 
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SHOES 


Whee “Paw” comes homé with his feet hurting we pray for 
company to come in 


If you do get shoes that hurt your 
feet just run your hand inside and 
see if you can find out what the cause 
may be. There are other reasons be- 
sides tight shoes. A man came into 
the store not long ago and said: 

“Spike, this damned right shoe 
hurts my toes so I can hardly walk. 
It’s the first shoe I have had hurt me 
in ten years. The only thing for you 
to do is to give me a new pair and 
send these back to the factory. 

“Now, don’t go and stretch that 
shoe all out of shape and then swear 
it fits me,” he growled as I asked him 
to have a chair and let me look at the 
shoes. “The left fits perfectly but 
the right one must be made wrong.” 

Honestly, right up in the toe of his 
shoe was a small personal card that 
had been handed to him by some man 
he had met and in some way it had 
lodged in the toe of that shoe. It 
was curled up just.enough so that 
the edge cut his toes. No wonder he 
howled. 

When I pulled that card out there 
was a tense silence and then—“Spike, 
I’ve got some pre-war stuff out home, 
my wife’s gone to the country. Come 
out tonight and we'll forget sore toes 
and shoes for a while.” 

And that reminds me that in the 
good old days of brass rails—and 
other things—they used to say that 
there were just two proper times to 
break in a new pair of shoes—one 
was when you were all “lit up like a 
church” and the other was when you 


[CONTINUED ON PAGE 84] 








BOOT AND SHOE RECORDER 





October 10, 1925 


Prices In the Window? Yes— 
é In Most Cases 


The Majority of People Will Not Allow Style to 
Pull Them Into the Store Unless They 


HEN should prices be 
quoted in an advertisement, 


or in a window? To an 
ordinary mind the answer would 
seem to be: “When you want people 
to know the prices.” 

That brings up another question: 
“When do you want them to know 
the prices?” 

And right there we find a diver- 
sity of opinion that starts a dis- 
cussion far reaching and varied as 
political opinion. Some merchants 
claim that they have done a big, 
profitable business for years with- 
out a mention of prices in either 
window or advertisement. Others 
just as big and prosperous claim that 
they have never omitted a price 
from any shoe shown in a window 
or illustrated in an advertisement. 

Let’s see what an average man and 
woman think of it. 


OW, remember, we are dealing 

with average people, average 

men and women, average stores, 
average towns, and average times. 
Not the finer specialty shops that 
cater for the exclusive trade, willing 
to pay any price, provided it is high 
enough. A few of the average peo- 
ple were asked: “Do you prefer to 
see prices quoted on an article be- 
fore you go into a store to buy it?” 
The average man replied: “Em- 
phatically, yes. I am always a little 
bit afraid of being embarrassed as I 
once was in New York City. I have 
a fondness for nice ties. My dresser 
at home looks something like a 
haberdashery. One day I was walk- 
ing over 34th Street in the big town 
and saw an especially beautiful tie 
in a window. It was a small shop 
and seemed to be about my class. I 
went in and told the clerk that I 
wanted that tie. He pulled it out of 


the window, wrapped it up and said 
in a weary tone of voice — seven 
dollars.” 

“T am accustomed to paying from 
$2.50 down for a tie but never be- 


Also Know the Cost 





She is looking for a sheik wearing 
40 EEEEE. This young. lady stepped 
off the runway and picked up a shoe 
made by Field & Flint Company for the 
Barbour Welting Company. This giant 
shoe had a special genuine Barbour 
welt made for it for display at the 
Brockton Fair. It is nearly thirty 
inches long. Unlike most over-size 
shoes of this nature, the shoe is not 
distorted in any way but a perfect re- 
production of a shoe on a size never 
before attempted. 
Shoe making detail was perfect in 
every respect. All details, eyelets, per- 
forations, laces, bottom stamp, every- 
thing being in proportion, including the 
genuine Barbour welt, which was nearly 
one-half inch in substance. 








_ heckwear. 


fore, nor since, have I parted with 
seven good simoleons for a piece of 
But I was game. I was 
in New York and I couldn’t afford to 
be called a piker. Since that I ask 
the price before the goods are 
wrapped. Now, when I see anything 
on display, in a window or ad., I 
wonder if it is seven, or seventy, or 
seventy-five cents.” 

The average woman replied to the 
same question: “I am suspicious of 
any article offered to me in an ad- 
vertisement or in a window that does 
not tell me the price in plain figures. 
I have seen too many cases where 
the price was made to suit the ap- 
pearance of the purchaser. I know 
too many stores that have too many 
prices for the same article. Too 
many times the saleswoman en- 
deavors to force a sale by insinuat- 
ing that one is a cheap skate unless 
they buy the thing offered.” 


ss J HAVE schooled myself to insist 

upon knowing the price before 
I enter into negotiation for merchan- 
dise. Sometimes it is embarrassing. 
Sometimes I feel like I was being 
shown up, but I have a budget to 
govern my purchases. I cannot 
afford to buy extravagantly. So, 
when I do not see the price I am 
always a little bit doubtful.” 

There you have it from two aver- 
age persons of good sense and sound 
business principles. 

Let’s take a look at that word 
“budget.” Most wise people have the 
budget habit. They aré compelled 
to follow strict rules in buying to 
keep within their incomes. When 
they start on a shopping trip they 
have a well-defined idea of what they 
want and what price they are going 
to pay. To save time they look at 
goods in windows and study the 
price tags. If there are no prices 
quoted they are apt to-pass on to 
another window. 

Have you ever observed a couple 
on a “window shopping” expedition 
[CONTINUED ON PAGE 84] 
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eS 
CURRENT EVENTS 


Coming Out Party of Miss October Seventeenth of the Well-Known 
Boot and Shoe Recorder Family Pleasantly 
' Anticipated By Subscribers 























The elite of Shoe and Leather society are looking Is Zat So 
forward to the début of Miss October Seventeenth, by 
a favorite daughter of the Boot and Shoe Recorder. HUGH MOORE RIST 

Elaborate preparations have been made for this It must be a mighty small man that 
interesting event. The guests, who are all subscrib- will try to hide behind a woman’s skirt 
ing members of this substantial family, are to be these days. 
provided with a wonderful Menu, the chief dishes HE FEARED no man—But 


He sailed the Seven Seas. 
Led a revolution in Madagascar. 
Lassoed Man-Eating tigers. 





of which are: 













het D’ » ZS ing for th 

” amet — aces ye Cut his way through the Argonne. 

Christmas Trade. - 
: ‘ Was The Scourge of Lime House. 

A splendid assortment of practi- He could take Fish-Cakes without put- 
cal ideas and suggestions to help ting them in coffee or lemon juice. 
stimulate the public to spend holi- But- when she said ; 
day money in shoe stores. From “Is oo my ootsey wootsey, is 00?” 
garters to galoshes we are going . « . he just broke up in little pieces. 






to put a thrill into the holiday 
season and show something new 
for every day in the sixty selling 
days to Christmas. 

















Fish Course. “The Little Extra 
Friendliness of a Gift with 
Every Sale.” 


A hundred times the President’s 
salary given away to build a pref- 
erence for your store. How one 
market thus cooperates with its 
merchants around the gift idea. 













Entree. “Plan Your Holiday Sea- 
son Early.” 


There is opportunity for the trade 
to lift the slump out of the shoe 
store in December—a quartet of 
pages bearing articles of holiday 
salability and how to profit by 
them. 














Meat Course. “The Retail Shoe 


Salesman.” 


Regular monthly department de- 
voted to the work, purpose, in- 


















spiration and enlightenment of SHORTER AND Rowe. 

the retail sales folks. FoR GIRLS, ad “ w NGER. 
Dessert. “The Holiday Story Hour.” ‘ AMO WIDER. FOR. THE Boys, 

Ex T *t 

How Mrs. Mary Strickland Bayne, FASHION HINT’. 

Supervisor of Kindergartens in DAILY PRESS 

the Bakersfield, Cal., city schools, THE LITTLE “GELL WiLL ALSO WEAR 

conducts a Saturday morning ONE GARTER ABOVE KNEE ANDO 





story-telling hour in the Family ONE BELOW: CUTE, AINY IT 2 
Shoe Store. "DRY Goods Bconomisr 
























50 


Getting the Customer 
to Buy Your Shoes 


[CONTINUED FROM PAGE 37] 


Furthermore, to be of interest to 
the reader, your advertisements must 
i do three things: 

First, present footwear of a gen- 
eral type in harmony with impres- 
sions already existing in the reader’s 
mind; a chief implication here being 
that of style correctness, which is a 
factor in the merchandising of shoes 
important not alone to the advertis- 
ing man, but to the buyer as well. 

Second, present each time some- 
thing new and different, either in the 
characteristics of the shoe adver- 
tised, or in the fresh and lively tone 
of the advertising copy, or in the 
good display with which you clothe 
your advertising message. It doesn’t 
do to repeat the same things over and 
over again in your advertisements. 
Readers become tired of the same- 
ness, just as you become weary of 
the oft-repeated joke or anecdote. 

Third, make your advertisements 
so attractive in appearance that peo- 
ple will like to look at them; and pre- 
sent in your advertising copy ideas 
that are suggestive of pleasurable 
thoughts and experiences, in order 
that people will enjoy reading them. 































You’ve Got to Make Your Customer 
Desire to Buy Your Shoes 


Another mental phenomenon is de- 
sire. In desire, all the three phases 
of the mind are involved—emotion, 
intellect, will. In desire, the emotion 
is pleasurable; the intellect must 
have a good idea of what is wanted; 
this idea is retained in recollection 
and pictured in imagination; and 
there are promptings to activity. 

Desire is the basis of volition. It 
is a state of mind which moves us 
to action, and compels us to make ef- 
forts to realize a pleasure which the 
mind contemplates. We want; we 
crave. Hence, desire is primarily a 
state of feeling. No desire could 
spring up unless some feeling were 
1} stimulated. 

| . We speak of “motives.” Motives 
| are the desires which precede voli- 
tion; which stimulate and excite the 
will; which constitute the final cause 
which moves the will; which furnish 
the final thrust or push that induces 
us to act. We have a motive for the 
performance of our every act. And 
every motive to action is supplied by 
the feelings or emotions. 

Now take note! What a large part 
the feelings or emotions play in 
human action! A larger and more 
t important part by far than the in- 
i tellect ! ‘ 
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this conclusion to planning and writ- 
ing your advertisements will be dis- 
cussed fully in following chapters. 


public may consider this calculation 
of Abbe Gabriel’s, the French Gov- 
ernment 
ments for food reserves, and the 
Smithsonian Institute further states, 
“1926-1927 will be danger years, 
which will threaten the world’s har- 


thought, at least, on the part of the 
retail shoe merchant, who can plan 
a “cold weather window,” with cold 
weather shoes and create a buying 
impulse for overshoes, 
rubber “heavy goods.” 


M. A. Weiss elles 


training 
footwear equips a man for general 
managership of a high style shoe 
factory, and Maurice A. Weiss, after 
twenty years of shoe experience, 
principally with Cammeyer 
lately with Stern Bros. of New York 
City, will take full charge of pro- 
duction and control to a great ex- 
tent the merchandise policies of 
Strassburger-Stiles, Inc., of Brook- 
lyn. 


at retail some of the shoes that he 
bought from Strassburger-Stiles, 
Inc., and the experience he has had 
as chairman of the Women’s Style 
Committee of the National Shoe Re- 
tailers’ 
background of experience that will 
be extremely useful not only to him- 
self but to the merchants who use 
the line. 


progress. 
years ago in a shoe store on Grand 
Street, New York. In 1905 he went 
with Cammeyer and arose to the 
office of general manager of that 
organization. 
to Stern Bros.’ department store in 
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New York to preside over the des- 
tinies of the shoe departments. He 
is a believer in “in quick and out 
quick” retail service. A merchant 
buying shoes on his recommenda- 
tion gets a full range of sizes, plays 
it strongly when it is new and drops 
it quickly at the first sign of waning, 
He jumps into the Strassburger- 
Stiles organization with full re- 
sponsibility on his shoulders, for E. 
A. Strassburger leaves on Oct. 24 
for a trip abroad, making Paris, 
Vienna and all Continental points. 


What is the significance of this 
fact to you as a shoe merchant who 
advertises? 

It compels the conclusion that, if 
you intend to get customers to buy 
shoes in your store, you should aim 
your advertisements at the feelings 
or emotions of the people who may 
see and read them. How to apply 


Selling Rubbers by 


Suggestion 
[CONTINUED FROM PAGE 45] > ~ 


Winters at Bernheimer’s 


BALTIMORE—C. F. Winters, for- 
merly with Joel Gutman & Co.’s Dr. 
Kahler Shoe Store, is now manager 
of the Wizard Arch Builder Shoe 
fitting department at the Bern- 
heimer Leader Store. 


is making due arrange- 


New Store Front 


vests.” The rubber companies have 
been taking due note of this condi- Barmmore—The Henry Clay 
tion. The matter is well worth a ‘ 


Shop, Eutaw Street, has put in a 
new store front, a double window 
with mirrored background, which 
contains three revolving tables for 
shoe display. The front is of stucco 


pacs and with tile vestibule. 


Stetson’s to Add Women’s 
Shop 


CLEVELAND—The Stetson Shop in 
this city is to have two complete 
stores, one for men and the other 
for women customers. Each store 
will be connected by an arch. 

The Stetson Shop has been lo- 
cated at 1881 East Sixth Street for 
a number of years, as a joint men’s 
and women’s shoe shop. The new 
store will be a duplicate of the 
present store. It will be used ex- 
clusively for women patrons, while 
the men who buy Stetson shoes will 
continue to go to the older room. 

The new women’s shop will be 
ready for occupancy about Nov. 1. 
After that, the Stetson Shops will 
extend from 1861 to 1881 East Sixth 
Street. They will have a window 
display space of 140 feet, or 70 feet 
on East Sixth Street, one of the 
busiest streets in Cleveland, and 70 
feet on the Hollenden Hotel Arcade. 
Both rooms will have a frontage of 
85 feet on East Sixth Street. 

G. L. Harger is the manager of 
the shop. He came here some time 
ago from Pittsburgh. Under his 
management, business has boomed; 
the expansion under way is to take 
care of the greater volume of busi- 
ness. 


Strassburger-Stiles, Inc. 


NEw YorK Crity—A_ thorough 
in retailing high-grade 


and 


He has a long experience selling 


Association gives him a 


Weiss has made constant 
He started some twenty 


Mr. 


A year ago he went 
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Leading Makes of Shoes use 


FOR KID 
The: Ideal Calf lather 


This calf leather of special tannage has won its way to worth- 
while favorable recognition of leading lines. Fast selling, styleful 
numbers are found in these lines, so that you can today buy 
Kaffor Kid made shoes in both men’s and women’s, also 
children’s up-to-the-minute styles. 


Kaffor Kid made shoes fill the requirements of each of the 
following selling conditions :— 













(1) If your customers want an easy, comfortbale 
“feel” to their shoes, 
Sell Kaffor Kid Shoes 
(2) If your customers want a sturdy, non-scuffing, 
light weight shoe, 
Sell Kaffor Kid Shoes 
(3) If your customers want a fine grained and 
smooth lustre finish, 
Sell Kaffor Kid Shoes 
(4) If your customers want the characteristics of 
Kid and Kangaroo, yet the wear and service calf 
leather gives, 
Sell Kaffor Kid Shoes 


We will cheerfully supply you with the names of manufacturers 
cutting Kaffor Kid in either men’s, women’s or children’s shoes. 


“The Story of Leather’ sent free on request. 


The OHIO LEATHER COMPANY 


GIRARD~OHIO 
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Style No. 152—The 
Aiken Lightweight 
Oxfor 
BRIGHT BLACK 
KAFFOR KID 
Steeplechase Last. 
Field-Mouse Grey 
Lining. 
Semi-Soft Box. 
Invisible Eyelets. 
Fine Fudge Welt. 


10 Iron Edge. 
Winegfoot Rubber Heel. 


ee ee eee wees 
ee ee eee wees 


Charles A. Eaton 
Company 








Brockton, Mass. 








CThe (owford Shoe 















The AIKEN 
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The Shoe Store Beautiful Is 


: 












































American Interlocking Shoe Store Chairs 


The interlocking feature of these chairs enables you to seat seven 
people in the floor space that would be required for six with 
' four-legged chairs. — 

American Interlocking Shoe Store Chairs are singularly dur- 
able because all the wood standards are solid wood, with no 
planted mouldings or mitred joints, and are reinforced with 
heavy iron plates to prevent warping or splitting. 

Any desired finish will be applied to the wood and metal parts 
and upholstering of any material or shade may be ordered, to 
make the seating in perfect. harmony with the decorative scheme 


of the.store. 


Write for ‘Ihe Shoe Store Beautiful’ 


RD Gy 7 
|| Ainerican Seating Company 


General Offices: CHICAGO, 1016 Lytton Bldg. 


NEW YORK PHILADELPHIA BOSTON 
Room 601, 119 W. 40th St. Room 703, 1211 Chestnut St. Room 302, 69 Canal St. 
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BROOKLYN 
Createo. New York 
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QUALITY APPRECIATED 
AND DEMANDED 


Reports from all sections of the country 
prove that quality in footwear is steadily 
becoming more and more recognized as the 
one sound basis of year-in-and-year-out 
retailing. 


“Time always tells the truth.” There is 
no substitute for those elements of con- 
struction and workmanship that produce 
the quality article. 


Neither is there a real substitute for 
correct style—it is a thing apart, never an 
imitation. 


The representative quality shoe manu- 
facturers of Brooklyn and Greater New 
York know how to make fine footwear. 
They are situated in the center of the 
American Style World. Their product 
constantly proves their leadership in qual- 


ry ity shoemaking and true footwear style. 
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Miss American 
Presents the 
“Trotteur” 


Fashion Says: 
‘*The Costume and The Shoe 


Must Harmonize’’ 


N each pattern fashioned by the American Shoe 
Co., there is made a distinct effort to produce 
a type of shoe that will make a pleasing combina- 
tion with a certain type of costume. Our de- The 
signers keep constantly abreast of the trend in “Trotteur”’ 
feminine dress, and are capable of developing har- 
monizing effects in footwear. 


The “Trotteur,” here pictured, exemplifies the 
thought we wish to convey. It is a graceful step-in 
pump of patent leather designed especially to go 
with a dainty afternoon dress of the type shown, 
and the lighter shade hose. 


American Shoe Co. 4 176 Livingston St. 
iz) 
S 


Showroom: 622 Marbridge Bldg. he; | Brooklyn, NY. 
NEW YORK 














Established 1911 
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ORNELL SHOES are 
designed, fashioned and 
built just as though the fastid- 
ious women, who are to be their 
ultimate owners, were daily in- 
specting the painstaking proc- 
esses at our factory. 





That is why a prominent 
retailer gave us our slogan: 


“The Shoe You Admire Is Made by Cornell” 


~CORNELL SHOE CO. Inc. 


61-67 NAVY ST. BROOKLYN, N.Y. 











When writing to advertisers please mention Boot anp SHor Recorper 
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The Representative Quality Shoe Manufacturers of 
Brooklyn and Greater New York believe that the retail 
shoe buyers of America who expect to stay in business 
and to attract and hold the steady, reliable patronage of 
American Women will continue to appreciate and demand 
Quality Footwear in True Style. 


These manufacturers make it their exclusive study and 
purpose to design and produce footwear that merits such 
appreciation and supplies such demand as nowhere else. 


The constantly increasing call for the products of the 
representative quality shoemakers of the Brooklyn and 
Greater New York area seems to justify the confidence of 
retail buyers everywhere in their high integrity, their 
spirit of true service and their devotion to the principles 


of fine quality and correct mode. 
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In this, the very center of fashion, art and commerce, 
these manufacturers maintain designers in touch with the ! 
dictators of style, instantly responsive alike to the crystal- 
lizing fashion trends and the needful interpretation and 
application to the service of buyers. 


The most skilled artisans, operating under the best con- 
ditions, in modern workrooms, equipped in every particu- 
lar for fine workmanship, combine in the physical produc- 
tion of merchandise meeting the exacting tests of intrinsic 
high quality. 


These first-rate facilities and attributes are engineered 
by firms whose members understand and keep rigidly in 
practice the principles of honor and mutuality of interest 
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which must ever exist between the producer and the mer- S 
chant, to the satisfaction of both. Mi 
Retail shoe buyers everywhere who do business along M 
these lines are invited to the closest sort of contact with M4 
the representative quality shoe manufacturers of Brook- W 
lyn and Greater New York. Ap 
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ARCHMODE’ “@ 
—Know it by the Red Rivet ¢ 


Nothing like it in a tarn 
shoe has ever added so much 
beauty and shape to a shoe 


That the trade has accepted the “ARCH- 
MODE” shoe is an assured fact. Our repre- 
sentatives, although in the field but a few 
days, report widespread interest in the line, 
and have so interested those merchants to 
whom they have shown it that initial orders 
have already been placed. 


The “ARCHMODE” shoe is a unique and 
patented’ development in turn shoemaking, 
that beautifies the shank line, holds the heel 
so solidly that it cannot come off, and con- “Archmode” 
tributes to the strength of the shoe and the ee 
retention of its shape. 


Our representatives will be glad to show you the 
“ARCHMODE” line and the “ARCHMODE” plan 
with its “one agency to a town”—open to the 
merchant who will handle these shoes right. 


“Archmode” 
Two-Strap 


WICHERT, Inc. 


Atlantic and Schenectady Avenues 
Brooklyn, New York 


New York Office, Marbridge Bldg. “Archmode” 
One-Strap 
34th St. and 6th Avenue 
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ATey MERGING of the style sensing ability of Mr. 

ya) Curt Wolfelt and his past experience in the high 

LS Was grade retail shoe field plus the prestige of the 

Foust of S. Weil & Co. in the production of women’s fine 

and styleful shoes, is bound to be of interest to that portion 

of the retail shoe industry identified with the marketing of 
this class of merchandise. 


_It is to.announce this combination, as reflected in the new 
firm name, that this statement is made. 


New ideas—new patterns—new facilities added, but the old 
reliability, the old conscientious service and the old values 
retained. This is the offering to the industry of the new-old 
firm— 


WOLFELT-WEIL, Inc. 
Melfll> Models plusteil 


BRO OKLIN 
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Retail 
Salesmen 
Wanted 


by the 


J. C. PENNEY CO. 


NATION-WIDE INSTITUTION OF 
DEPARTMENT STORES 


Capable salesmen are needed,—young men between 
the ages of 25 and 35 years who have had thorough 
experience in one or more of our lines, and who can 
give us the highest references. 

Our company, which started in 1902 with one 
store, now operates 676 retail stores in 44 states. 
We sell dry goods, shoes, notions, clothing and 
furnishings for men, women and children. We do 
a strictly cash business. Our sales in 1924 were 
$74,261,343.00. We opened 115 stores in 1920, 59 
stores in 1922, 104 stores in 1923, 96 stores in 1924 
and 105 stores in 1925. 

By industry, study and determination your progress 
will be rapid in our organization. Under our experi- 
enced managers you are trained to become a manager. 
When you have qualified 


You are Promoted to be 


Manager of a Store 


in which you own a one-third interest, to be paid 
for out of the profits of the business 


Experience has oe us that some of the greatest 
successes come from ranks of average men. What 
we need are young, healthy and capable salesmen who 
have had thorough experience in a small or medium- 
sized department store or are experienced in general 
store work in special lines. The investment of money 
is not necessary for your success with us. The financial 

of our company is ample. Briefly, this is our 
proposition—tested and proven over a period of 23 
years: 

You come to us first as a salesman in one of our 
stores. During the period of provin ng your ability 
you learn the greater possibilities of co-operative 
effort. Your progress depends upon your ability 
and effort. As our new stores are opened, man- 
agers are selected from our sales force. 

When you make a success of the management, 
you are sold a one-third interest in a new store 
and become its manager. You may afterward ac- 
quire a partnership in other stores which are the 
outgrowth of the one in which you first received a 
financial interest. If you do not possess the capi- 
tal to purchase a one-third interest in a new store, 
the money is loaned you by the J. C. Penney Com- 
pany, and you repay it from subsequent profits of 
the store. 

Write today for our booklet, “Working Plan of the 
J. C. Penney Company.” Give your age and number 
of years’ experience in our lines of merchandise in 
your first letter. We may arrange for a personal in- 
terview later. All correspondence strictly confidential. 


Address your letter to our nearest employment office: 


J.C. PENNEY CO., Inc. 


370 7th Avenue, New York City 
1205 Olive Street, St. Louis, Mo. 





VANITY 


oO Brooklyn Specialists 
O IN SHOE ORNAMENTS Oo 














Covered Buckles 
Leather 

And Ribbon Bows 
Rosettes 

And Straps 


SILK TASSELS FOR INFANTS’ SHOES 
Obtainable thru your manufacturer only. 


The Vanity Novelty Works 
1261 Atlantic Avenue, Brooklyn, N. Y. 








“The Best 


Extravagance” 




















Don’t Overlook This 


in New York 


ISIT the Hotel Martin- 

ique—look the inviting, 

comfortable rooms over 
—note the genuine conve- 
nience of location, where you 
are right in the heart of the 
busy shopping district and 
within easy distance of all busi- 
ness centres. 

: You will be surprised at the 
emer unusual rates of this popular 
New York Hotel. You can 
enjoy all the comfort and con- 
venience of the Hotel Mar- 
tinique at rates as low as $2.50 
per day. 

Club breakfast at 45c— 
table d’hote dinner at $1.25— 
also a la carte at 
moderate prices. 

A. E. SINGLETON, Res. Mgr. 


HOTEL MARTINIQUE 
Affiliated with Hotel McAlpin 
Broadway, 32nd to 33rd Streets 
New York 
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I.Miller Presents Two Tailored Styles 





Rec Rane 


= @ 


IN STOCK 


The Tailleur 


Prompted by popular demand I. Miller presents the 
Foursome, the low-heeled model with the new fringed 
tongue, and the Tailleur, the step-in with the smart square 
buckle! Shoes that are easy to fit and fit comfortably! 
Shoes that women will want to wear NOW with the 
tweed anid wool costumes! Shoes that are proven profit- 


able sellers! Now IN STOCK for Immediate Delivery. 


The 
Carmelita 


No. 01-13--All pat- 
ent leather, very 
light welt slide orna- 

$7.50 


No. 51-13~All tan 
calf, medium shade, 
very light welt, slide 
ornament .. $7.50 
No. 05-13--Patent 
leather vamp and 
quarter; amber alli- 
gator insert, strap 
and Cuban Louis 
heel $8.50 


Widths--AAA to D 








The Foursome 
IN STOCK 
Delivery October 15th 
No. 11-59--All black calf 
No. 21-59-~All black ooze with black nar 
skin underflap $7.50 
No. 51-59~ All tan calf, medium shade . $7.50 
No. 61-59-- Brown ooze with brown lizardskin 
underflap $7.75 
Covered 11/8 Cuban heels. Very light wele, 
turn appearance, meduim round toes 
AAA toC 2%-8 


The Tailleur 
IN STOCK 


Delivery October roth 


No. 22-77~Alll black ooze, with black enamel 
and silver buckle $7.75 
No. 62-77-- All brown ooze with brown enamel 
and gold buckle $7.75 
Concealed ftont gore, 1 3/8 Cuban heels, very 
light welt, turn appearance 

No.(02-77--All patentieather, black enamel and 
silver buckle, 1 4/8 Junior Spike heel, very light 
welt, turn appearance with beaded shank $7.75 

AAAtoC 2t08 








Interloop 


No. 01-19--All 
ent leather . . $7.75 


No. 11-19--All black 
kid $7.75 
No. 51-89~Tan calf, 
medium shade $7.75 
No. 21-19--All black 
$7.75 


No. 41-19--All chest- 
nut brown kid $7.75 


SIZES:~AAA 5-9 
AA 4-9 A 3%-9 
B2%9 C29 D38 


B)) 


D4, Dj > 0) 


oN 


oO 


D>) 


I. MILLER & SONS 


Harris and Ely Avenues, Long Island City 
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His feet were tired. He had to be on them 
all day long. In spite of his activity, he 
was getting heavy. He felt that he needed 
sturdier shoes, shoes that would give plenty 
of support to the arch and still be com- 
paratively light of weight. He went into 
a shoe store to explain his foot troubles. 











A bright, young clerk approached him and 
was quick to sense his needs. He took from 
stock a light calfskin, Goodyear Welt shoe 
with a Crawford Arch Supporting Shank. 
The man with the tired feet slipped them 
on and walked up and down the carpet for 
a few minutes, thoughtfully. Then, he 
turned to the clerk, his face beamed relief, 
and said, “Those feel good. What gives 
that restful feeling?” 


“Oh! that’s the Crawford Shank,” said the 
clerk, and he explained it. 


il 4 | 


The Crawrorp Arcu SupporTING SHANK 
is a resilient steel brace built right into the 
shank of the shoe. A truss riveted to the 
under side of the shank keeps it always in 
its original curved shape and prevents it 
from breaking down. One end of the shank 
is slotted and fitted around a split rivet so 
that it may slide back and forth as the 
weight of the body is applied and removed 
from the foot. In this way, the shank is 
always snug against the arch of the foot, 
yielding just enough, under pressure, to 
accommodate the natural flattening of the 
arch and springing back with the foot as 
it is raised. 


The man mentioned above bought the 
shoes. He left the store spryly and happily. 
He stopped down the street a short ways 
and pointed out to some friends the store 
that carried shoes with Crawford Arch 
Supporting Shanks. 





Not only good customers but 
firm friends patronize the store 
selling shoes with Crawford 
Arch Supporting Shanks. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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Patil 


: 36 inches wide and supplied in 
[F your customers know your satin jour Ga eg "te sheet 


shoes are made of Skinner’s Shoe all the requirements of the trade. 
r a ‘ All desirable shades in stock. 
Satin, they will require no further 
assurance of wearing quality. 


ome, sanners 


New York Chicago Boston Philadelphia 


Mills, Holyoke, Mass. Established 1848 . 
The World’s Largest Manufacturers of Shoe Satin S ho eC S a Ti nN 





i ee 


SEULVACGE 











BOOT AND SHOE RECORDER 





Snappy Oxfords for Snappy Weather 
IN STOCK FOR SNAPPY ACTION 


7935—tLight Tan 3-Byelet Tie, 
Welt, 1 inch ‘‘Wingfoot’’ Heel, 
Box, Plain Toe. B and C. 


$3.75 


Goodyear 
Semi-Soft 


7925—Light Tan Oxford, wy ee Welt, 
1 inch ‘‘Wingfoot’’ Heel. A, B, CO. 


$3.60 


7931—L ight Tan Tip Oxford, Goodyear 
Welt, 13/8 ‘‘Wingfoot’’ Heel. A, B, C. 


$3.60 


7930—Same, in Black Calf, B and C. 


$3.60 





and over again, 





I have built my suc- 
cess on this founda- 
tion: It's better to 
take a small profit— 
and get action thru 
to the}last pair, than 
to get ahigh origi- 
nal profit, and find 
it necessary to sell 
the laggards at "bar- 
gain prices" 

And my customers 
find in this policy 
an ideal possible of 
attainment. For Mer- 
chants Styles are al- 
ways on the dot—eas- 
ily obtainable, over 


through the life of 
that style. Quicker 
turnover and cleaner 
profits are the nat- 
ural result. 


Now come frosty 
mornings—more of our 
women folk wearing 
woolen hosiery, with 
snappy oxfords. Here 
are shoes in style 
and in season. Get 
‘em now—for they're 
in greater demand 
than for years past. 


Yours truly, 
GEO. M. ROSEN, 
Gen'l Mgr. 


-S. Initial orders must be for no 
less than 12 pairs on a width. And 
of course there must be a satisfactory 
basis for credit. 








7950*—Light Tan Tip Oxford, ORs 
Welt, 1 inch ‘‘Wingfoot’’ Heel. A, Cc. 


$3.75 
in Black Calf, B and ‘C. 


$3.75 


7951 *—Same, 


7932—Light Tan Tip Oxford, Geogpenr 
Welt, ‘‘Zebra’’ Storm Welting, 1 inch ‘ ing- 
foot’? Heel, A, B, C. 


$3.75 
3106—Same, in Black Calf, C wide. 


$3.75 


7937—Light Tan 5 Syaiet Tie, Semi- 
Soft Box, arene Welt, 13/8 ‘‘Wingfoot”’ 


Heel. B and 
$3.75 


*October 20th delivery. 


MERCHANTS SHOE CO. 
Womens Shoes of Consistent Styleuality 


57 Lincoln Street, Boston,Mass. 
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Fall Trade Is Still Good; 
Few Style Changes 


Black Continues to Be the Favorite Color—Kid 
Shows Gain in Some Cities—September 


NEW YORK 
Steady Trade Reported; Styles 
Unchanged 


Steady and good business is re- 
ported by most of the New York 
retail shoe merchants. Many of 
them assert that business so far 
since the opening of the fall season 
has been ahead of last year. It 
seems fairly certain that, broadly 
speaking, September this year rolled 
up a much higher sales total than 
was made in the shoe trade in Sep- 
tember, 1924. There have been a 
few scattered offerings of sale shoes 
by department stores, but these have 
not shaken the general price situa- 
tion to any extent. John Wanamaker 
has made two offerings of surplus 
stocks of manufacturers recently, 
and Gimbel Brothers also put on a 
sale of surplus stocks. Included in 
the latter were a large number of 
children’s shoes. The style situation 
shows little radical change. Mate- 
rials, rather than patterns, seem to 
be uppermost in the style develop- 
ments at present. Kid is making 
some inroads into patent leather, al- 
though the latter is still counted as 
the leading material by most retail- 
ers. The development of metal trim- 
mings, such as gold and silver kid, 
and in the lower priced shoes of gold 
and silver calf has gone -still fur- 
ther. John Wanamaker last week 
brought out a pump, cut on the san- 
dal effect without the front strap, 
in which the quarter was made of 
gold-flecked kid and the vamp of 
patent leather trimmed with bands 


of gold kid. For street shoes the 


metal decorations are confined large- 
ly to narrow bands or pipings and 
to small touches of the metal on 
leather bows. 


CHICAGO 
Kid Leathers Show Increase 


Chicago shoe merchants these 
days have little reason for complaint ~ 


a Good Month 


’—and the buying interest that has 
been prevailing since the early part 
of August shows little or no indica- 
tion of failing. There are some days 
—sometimes several in a week— 
when buying volume drops off, but 
there have been few weeks that 
haven’t shown an increase over last 
year’s figures, and in many cases the 
increase has been large. 

The round toes are still the heavi- 
est sellers of all vamp models—and 
the pump patterns hold a long lead 
over any other distinct type. Blacks, 
satin and patent, continue to outsell 
all other colors at least three to one, 
although the brown shades in kid 
and calf are in steady demand. 
Buckles continue to be “extra” items 
in most of the stores. There has been 
an almost constant call for attractive 
ornaments of all kinds and many are 
being sold at prices around five and 
six dollars, some even at fifteen, but 








WHY I PICKED THIS 
STYLE 
by B. Rich’s Sons, 
Washington, D. C. 


The Virginia pattern is sell- 
ing in patent leather, black 
satin and velvet. Moving fair- 
ly well, but season has not 
opened owing to unusual hot 
weather. We expect patent 
leather, black satin and velvet 
to be very good until late in 
the season. 


the majority of the call is for two 
and three-dollar types. 

Undoubtedly kid leathers are on 
the increase, especially the blond 
and cocoa brown combinations and 
blacks. Black calf is also running 
fairly heavy in the gored models and 
oxfords. These are characterized by 
quite elaborate perforations and 
pinking. The tendency of last spring 
(later somewhat curbed) to decorate 
the vamps is returning. 

The men’s business has been ac- 
tive. Tans have sold heavily and 
steadily and as long as the wide 
trousers are in vogue there is little 
question of the popularity of the 
broad-toed, heavy-grained and heavy- 
soled footwear. There has been some 
call for light weight shoes for eve- 
ning wear with velvet bottoms—a 
sole treatment not unlike the chrome 
tannages used in children’s shoes 
that gives a super flexibility to the 
shoe. Probably less than 20 per cent 
of the men’s shoes sold in Chicago 
are black and so far sales on high 
shoes have been no more than scat- 
tering. There have been “calls,” but 
not many. A few of the stores have 
bought rather heavily @f the high 
patterns—but only a few. 


ST. LOUIS 


Retail Trade Holds Earlier Gains 


Business in the retail shoe belt 
rode an even keel during the week 
ending October 3. No complaints 
were heard as to the volume, which 
was apparently satisfactory, judging 
from the optimistic reports received 
from a number of retail shoe mer- 
chants. Unseasonable weather dur- 
ing the week somewhat retarded the 
upswing. The demand for patent 
continues but the honors are now be- 
ing evenly divided with blaek satin. 
Merchants questioned as* to the 
length of popularity of black seemed 
confident of its prestige for some 
time to come. 
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Colors are practically nil and what 
little is selling is for the most part 
brown kid and calf. 

There was some activity during 
the past fortnight in low heel walk- 
ing oxfords in tan calf. The toes are 
square and some are “dogged tp” 
with a storm welt, similar to big 
prother’s. These oxfords are re- 
ported as being good in a number of 
stores where popular prices prevail. 
Other tan calf patterns also have had 
some demand but the call is not 
strong. 

Brown kid is selling but the vol- 
ume is slight. Whether its demand 
will increase as the season advances 
is a matter of conjecture. Velvets 
are being well accepted in popular 
priced stores. Black in particular is 
scoring heavily in this field. 


CINCINNATI 
Not Even Weather Halts Increase 


The old business jinx, weather, 
failed to hurt retail shoe merchants’ 
sales during the last week, for al- 
though the week began with rain and 
ended with the temperature soaring, 
dealers reported that the buying pub- 
lic bought shoes rather freely. One 
dealer reported that his last Satur- 
day sales were double those of a 
year ago, and all merchants de- 
clared that the Saturday trade, al- 
though not up to cool weather expec- 
tations, was equal to if not better 
than that of a year ago. 

Women still are demanding patent 
leather, but merchants report that 
style preference is about evenly 
divided between pumps and strap ef- 
fects, if among the straps we in- 
clude gore fitting shoes. Several 
merchants reported a rather large 
sale in one-strap and two-strap ef- 
fects. A style with a high riding 
strap and moderate heel in black 
patent leather was said by one 
dealer to be quite popular. 

Satins, especially black, are run- 
ning a good second to patent leather. 
Several merchants predicted that the 
patent leather craze would break sud- 
denly in favor of satins or perhaps 
suédes. Several stores reported a 
rising demand for black suédes and 
even a slight demand for lighter 
shades of suéde. Velvet showed signs 
of life, but merchants believe it is 
still too early for much of a demand 
to be noticed. 

Buckles still are holding milady’s 
attention as proper adornment for 
pumps. Steel is the predominant 
texture in the buckle selections of 
the women. One store reported that 
a golden brown kid was becoming in- 
creasingly popular among the women 
patrons while another store manager 
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said that a blond kid was attracting 
the attention of his customers. 

The dem among men for tan 
oxfords .rem unabated and mer- 
chants express no fear that tan shoes 
now in stock or on the way for late 
fall and‘winter trade will have to be 
sacrificed because of a change in the 
tastes of men. Broad toes are the 
erder of the day when it cothes to 
styles. One store declared that the 


brogue effect will continue to be the 
men’s choice of footwear at least 


WHY WE PICKED 


THIS STYLE 
by Haddon’s, Inc., 
Grand Rapids, Mich. 


Regarding our Criquet pat- 
tern—public responding very 
favorably. Patent leads, satin 
second, brown kid reacting 
favorably. Seventeen eights 
spike heels are selling the 
best; expect shoes of this type 
to carry on through to holi- 
days. 














throughout the winter. Of course, a 
reasonable demand is noticed for 
black among the more conservative 
men and among all for dress use. The 
forerunner of the usual demand for 
high shoes during the cold months 
was experienced in one or two stores 
this week. The demand for high 
shoes, however, is not as great as last 
year at this time, but merchants be- 
lieve if the weather becomes con- 
tinued cool, the demand will rise. 
One or two stores were preparing 
t6meet the expected demand for spats 
during the “sloppy” months. Of 
course, there have been no requests 
for them yet, but in anticipation, 
dealers are beginning to stock up. 


ATLANTA 
Fall Trade Better Than Anticipated 


The first month of the 1925 fall 
season has proved eminently satis- 
factory to the shoe dealers in At- 
lanta so far as their sales volume is 
concerned, with business even better 


67 


for that period than most of the mer- 
chants had anticipated, in spite of 
the fact that conditions have not been 
as satisfactory in regard to weather 
as they might have been, for during 
most of the past montn it has been 
exceptionally hot. Nearly all of the 
larger down town merchants report 
a substantial increase during the in- 
itial month of the season over the 
corresponding period of last year, at 
least two of these reporting as much 
as a 25 per cent increase, and most 
of the others an average exceeding 
15 per cent. 

Juvenile business was particularly 
good this season just prior to the 
opening of schools, one large down 
town merchant stating that his in- 
crease in this department alone was 
nearly 50 per cent over the corre- 
sponding period of last year, while 
all dealers reported a good increase 
in their sale of juvenile lines in both 
boys’ and girls’ shoes. 

In ladies’ footwear the outlook 
here is for patent leathers and satins, 
black the prevailing color, though 
some tans will also be sold. These 
styles and colors so far have been 
far in the lead, and are expected to 
continue so through most of the sea- 
son. A good many straight or plain 
pumps are being sold, though straps 
also are in good demand. Atlanta 
dealers are carrying much larger 
stocks of ladies’ footwear than usual 
for the 1925 fall season. 


MILWAUKEE 
Patent Leather Still In Lead 


Although recent business has not 
been up to the standard set during 
the middle part of September, there 
are only a few local dealers who have 
any great complaint about local con- 
ditions. Cooler and unsettled weather 
is expected to have an ultimately 
favorable effect on fall business even 
though the rain has had a tendency 
to keep people off the streets at the 
time. October is expected to prove 
a very active month in the local 
trade. 

So far, no other material has ap- 
proached the popularity of patents 
which have taken the lead jin Mil- 
waukee stores. Satins are moving in 
dressier slippers, and there is some 
call for tans for street wear, but 
patents have been favored in the 
majority of cases for both street and 
informal party wear. One store, 
catering to a high class trade, states 
that suédes have been showing con- 
siderable activity. These have been 
moving in such shades as tan, gray, 
or field mouse, usually trimmed with 
matching kid. Buckle pumps con- 
tinue to show the greatest activity, 
while a wide variety of styles are 

































AN nlainn nt eatlne SA 


ACARI TENS PN I nn 





BOOT AND SHOE RECORDER 





























TRADE MARK 


PATENT LEATHER 


In Stock Now 


B286 — Patent leather 
three strap, Goodyear 
welt, reinforced steel 
arch supporting shank. 
Widths AA to EEE. 
Sizes 2% to 11. 





PRICE $4.60 


Here is a new one; Style B286, a‘neat, 
trim, closefitting, yet wonderfully com- 
fortable three strap, with plenty of toe 
room a nice high arch and a close fit- 
ting back. 


The quarter is ornamented with a single 
row of stitching. It has a perforated 
vamp with an imitation tip. Heel is of 
solid leather with a Wingfoot top lift. 
Height, one and one-half inches. 


Style B286 will make you a lot of 
friends. It can be retailed at a long 


profit, and will inventory at one hundred 
cents. 


VFoorwear) 






For the woman who wants a conserva- 


tive PATTERN but wants it in 














Attention, 
Expert 
Fitters--- 


AVE you ever considered that 
H a counter can make or mar 

the fit of a shoe; that a poor 
fitting counter will spoil the fit of 
a good fitting last? 


That is why we use a solid, sub- 
stantial grain counter, the best that 
money will buy. These counters 
are delivered to us flat; they are 
then mulled or watersoaked and are 
lasted in, not laid in when the shoes 
are lasted. 


When they dry out, as the shoes 
are being bottomed, they shrink to 
the last, producing an exact repro- 
duction of its contour, and a shoe 
pe cannot help but cling to the 
oot. 


Quite a decided improvement over 
a molded leather counter or a 
molded fibre counter, for molded 
counters, while shaped to fit the 
last for which they are intended, 
are made in comparatively few 
sizes and are seldom exact repro- 
ductions of the particular last on 
which they are used. 


While not long enough to be classi- 
fied as “arch supporting” counters, 
our counters are longer than the 
average, extending well down along 
both sides of the shoe. 


A trial run of Style 286 will con- 
vince you that a good last and good 
os produce a wonderful fitting 
shoe. 








SS 


165 N. Water St., Rochester, N. Y. 
Chicago Office: 189 W. Madison St. 
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moving to a smaller degree. Either 
plain pumps with separate buckles or 
styles with buckles attached are sell- 
ing freely. The general popularity 
of buckle effects is indicated by the 
fact that almost every store is dis- 
playing a tray of buckles in the win- 
dow or on a counter inside the store. 
Cut steel buckles are favored by the 
better trade, while those who con- 
sider the question from an economi- 
cal standpoint take a less expensive 
buckle or wear a plain pump. 

Opening of early fall activity, club 
affairs and college dances is appar- 
ently resulting in a demand for party 
slippers as several stores report an 
unusually large number of calls for 
such styles as silver kid slippers or 
white satins dyed to match the cos- 
tume, considering the time of the 
year. 

Hosiery continues to move excep- 
tionally well in Milwaukee stores, 
with all silk chiffons taking the lead, 
a fact which is attributed to the 
short skirts to some extent. Gun-- 
metal, rose taupe and mauve taupe 
have been showing a little greater 
activity as the fall season advances, 
particularly gunmetal, but dealers 
state that there has been scarcely any 
drop in the demand for light shades. 
Practically every store includes such 
shades as grain, atmosphere, cham- 
pagne and others of this tone among 
the leading hosiery shades. One shoe 
store reports that the demand has 
shown practically no change from the 
summer months when the light 
shades were leading and gunmetal 
was moving to a small degree. In 
many cases, it is the older woman or 
the more conservative dresser who 
asks for gunmetal, while the younger 
girl demands light shades. 


MINNEAPOLIS 


Northwest Merchants Map Out 
Style Program 


Footwear believed by the commit- 
tee to be particularly adapted to the 
Northwest, with due regard to trends 
in fashion and at the same time de- 
signed to keep within a reasonable 
range of numbers and to emphasize 
simplicity so far as possible, is rec- 
ommended in the report of the style 
committee of the Northwestern Re- 
tail Shoe Dealers’ Association just 
given out by W. N. Comer of Minne- 
apolis, president of the association. 
Following are the recommendations: 

Women’s Sport Type Shoes— 
Leather and crepe sole oxfords in 
brown, tan and black calf. Hiking 
boots and oxfords. 

Women’s Novelty Shoes (after- 
noon wear)—Patterns: strap effects, 
gore pumps, opera and D’Orsay 


pumps. Materials: patent leather, 
black satin, black kid, golden brown 
kid, black velvet and suédes. Heels: 
block heels (12/8 to 14/8), spike 
heels (15/8 to 17/8), junior spike 
(12/8 to 14/8). Evening wear—Pat- 
tern: opera pumps. Materials: silver 
and gold kid, white satin to be tinted 
to match gown or hose, black satin, 
patent leather, black velvet. Heels: 
spike heel (15/8 to 17/8), junior 
spike (13/8 to 14/8). 

Women’s Shoes for Street and 
Business Wear—Pattern: strap ef- 
fects. Materials: black kid,’ patent 
leather, tan calf, golden brown kid. 
Pattern: oxfords. Materials: black 
kid, tan calf, black calf. Heels: 
military and Cuban (12/8 to 14/8). 

Growing Girls’ Shoes—Pattern: 
three eyelet ties. Materials: tan 
calf, black calf, patent leather. Pat- 
tern: straps, front gores, opera 
pumps. For afternoon wear, same 
tendency as in women’s shoes, except 
that heel range is 8/8 to 10/8. Same 
is true in dress wear except that 
heels will be box and junior type. 

Misses’ and Children’s Shoes— 
Patterns: three eyelet ties, strap ef- 
fects, step-ins, boots. Materials: tan 
calf, patent leather, black calf. Ten- 
dency shows increasing demand for 
low shoes similar in pattern to those 
for growing girls. Sizes 2 to 8. 
Patterns: high shoes, oxfords, straps. 
Materials: patent leather, tan calf, 
elk leathers. 

Men’s Shoes (sportswear) — tan 
calf and elk leathers, plain and eom- 
binations, crepe and leather soles. 
Street and Business Wear—Pat- 


The Marie type running 

| second to D’Orsay pumps in 
patent and colored kids. These | 

will be good through Novem- 

ber with changes in materials 

as season advances. There 

seems to be a tendency for tan 


kid and any black materials. | 
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terns: oxfords, boots. Materials: tan 
calf, black calf, black kid, brown kid. 
Evening Wear—patent leather, plain 
toe, laced oxford; patent leather, 
plain toe, side gore. 

Boys’ and Youths’ Shoes—Boys 
follow trend for young men. 

Recapitulation (women’s shoes)— 
slightly narrower toes, longer vamps, 
black favored color, fewer and plain- 
er patterns, more shapely heels, ten- 
dency toward buckles. Men’s Shoes 
—more low shoes, fewer and plainer 
patterns, wide toed shoes for young 
men because of continued popularity 
of wide bottom trousers, extensive 
use of storm welts in young men’s 
shoes both fall and winter, both ox- 
fords and boots. Black shoes only 
to be worn after 6 p.m. 


PHILADELPHIA 


Weather Affects Trade in Quaker 
City 


The recent warm weather has 
slowed up seasonal autumn activity. 
As a result spotty conditions prevail 
though some producers are operating 
above normal. After a fairly good 
late August and early September, 
jobbers of cotton, woolen, and silk 
piece goods said demand had fallen 
off but a fairly satisfactory fall de- 
mand is expected. Jobbers in hosiery 
and underwear are doing more busi- 
ness but trade in these lines could 
not be called good and collections in 
general are poor. Shoe manufactur- 
ers and wholesalers continue doing 
an active fall business with retailers 
placing orders for immediate deliv- 
ery. Collections are said to be fair. 

Local trade is beginning to feel 
the effects of the suspension of work 
in the Pennsylvania hard coal fields. 
A number of requests for cancella- 
tions and for deferred shipments are 
being received. Just how long the 
strike will continue is not clear but 
business in those sections is not ex- 
pected to show much improvement 
during the duration of the suspen- 
sion. 

In general, however, trade is fair 
with women’s shoes the most active 
and styles closely following those 
shown in the better grade New York 
steres. 


ROCHESTER 


Better Frade Expected Before 
Octeber Ends 


The public is buying cautiqualy at 
the present time. This holds good in 
practically all lines of merchandise, 
but is particularly true of the shoe 
business. Some slight improvement 
is noticeable here and there but as 
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The Pom-Pom 


A black velvet D’Orsay 
Pump with satin -strip- 


ing. 
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Economy demands a 
shoe which will fit in 
with more than one 
costume. 


The Pom-Pom, - real 
fitter, is designed to do 
this. 
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a rule Rochester merchants are not 
too well pleased over September busi- 
ness. The first three days of October 
brought a slightly better volume of 
business and local shoe merchants 
look for a good October and Novem- 
ber business. 

Pumps and straps in patent leather 
are the leaders in early fall selling. 
Satins are holding up well and there 
is an increasing demand for velvets, 
tan kid and suédes. 


BALTIMORE 


It portends well for the business 
situation here when we can say that 
the crop situation is somewhat bet- 
ter this year, both as to volume and 
values. Experience has shown that 
it is difficult to whip business into a 
fast gait unless the basic buying 
power is in healthy condition. Agri- 
culture forms the basic buying pow- 
er. Baltimore has felt the swell al- 
ready. A larger number of retail 
merchant buyers has been in this 
market this September than has been 
noted for some years. They have 
been buying in larger quantities and 
with greater confidence. 

Although the above statements 
concerning business conditions are 
all favorable, retail shoe merchants 
report slackened activity, due per- 
haps for the most part to weather 
conditions, as it has been quite warm 
in the last ten days. 

Several dealers have already re- 
ceived their imported shoes. 
striking style from F. Pinet, Paris, 
is a black satin one-strapped spike 
heel pump, with gold braid trimming 
on vamp, gold kid piping at collar 
and strap. The shoe is cut away at 
the side and has a one-inch overlap 
of gold kid at instep. Another style 
is a patent pump with patent enam- 
eled 18/8 spike heel. The collar is of 
black suéde beginning at the back 
about %4 inch wide and broadens out 
to an inch in width as it nears the 
instep where it is free and detached. 
An interesting shoe showing lately is 
a dainty patent leather sandal with 
braided side straps meeting the 
broader instep. The same style may 
be procured in iridescent patent on 
which are appliqued chinese figures. 

Other styles are—a black satin 
sandal with patent strap and patent 
flower design 20/8 spike heel; tan 
calf two-eyelet tie pump 12/8 box 
heel, with tip at toe box and saddle of 
tan pigoat. The lacings are broad 
braided and have pigoat tips. 


New Shoe Stores 


People’s Army Store, 216 East 
Main Street, West Frankfort, IIl., 
shoe department. 


One . 
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Newspaper Features Shoe 
Styles 
MILWAUKEE—Milwaukee shoe 


merchants appreciate the attention 
which is being given to shoes by 
the new fashion department just 
started by the Milwaukee Sentinel. 
This paper gives an entire page in 
the Sunday edition, and smaller 
space in daily papers, to sketches of 
new styles and descriptions. Under 
the name of “Alice in Fashionland,” 
the new department is directed by 
“Alice Patricia,” who selects and de- 
scribes the shoes from local retail 
shoe shops. 

“One should use great care in pur- 
chasing slippers, as they are an im- 

















WHY I PICKED THIS 
STYLE 


by John H. Downey, 
L. Slesinger & Son, 
Baltimore, Md. 





The Trotteur shoe success- 
ful in calfskin. Now devel- 
oped in mauve, suede to blend 
with tan and brown fall cos- 
tumes. Two large cut-outs 
give open shank effect. Trim- 
ming is of contrasting kid. 
Volume good. 








portant accessory to one’s costume 
and aid in giving one that well 
dressed appearance,” stated Alice 
Patricia in one of the first group of 
shoe sketches. Three pairs of shoes 
were sketched. One style was an 
ankle strap slipper with a fancy 
open work design of jet and steel 
beads across the instep; a second 
style showed a pump, cut down 
slightly at the sides, trimmed with a 
steel buckle in conventional design; 
the third, sponsored for street and 
office wear, was in golden brown kid 
combined with blond kid and 
trimmed with a cut steel buckle. 





Ziebell & Trulove, Herington, Kan. 
C. P. Adams, Howell, Mich. 
Charles Cook, Lakeview, Mich. 
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New Turn Shoe Corporation 


LOWELL—Thomas Shoe Corpora- 
tion was formed last week by Wil- 
liam P. Lowell of Newburyport, 
Mass., and Harry B. Thomas of 
Lynn. The corporation will make 
fine turn shoes in the Lowell factory 
at 32 Charter Street, Newburyport, 
and will distribute shoes to the big 
city trade. The capacity of the fac- 
tory is 1000 pairs daily. 

Harry B. Thomas, president and 
general manager of the company, 
was for 15 years superintendent of 
the factory of A. E. Little & Co., 
Lynn. Mr. Lowell, treasurer of the 
company, has manufactured shoes in 
Newburyport for a number of years. 

A Boston office will be maintained 
in the Rice Building on High Street. 


Selling Rochester-Made 


Shoes to Rochester 


Through the efforts of the Roches- 
ter Democrat and Chronicle, which 
arranged a display of Rochester- 
made products on the third floor of 
their building, Rochester shoe manu- 
facturers displayed their products 
for a week, in connection with all 
other lines of merchandise manu- 
factured in Rochester. Local shoe 
manufacturers feel that the display 
did much to sell the Rochester public 
on the idea expressed in their slogan 
—‘Rochester-Made Means Quality.” 
In the special edition featuring the 
display of Rochester-made shoes, the 
Democrat and Chronicle described 
the growth of Rochester as a shoe 
market from 1852. It also gave gov- 
ernment statistics for 1923, showing 
forty-four establishments, employ- 
ing 5566 wage earners, who received 
$6,253,235 in wages and produced 
$20,423,691 worth of shoes. The in- 
dustry in that year was virtually in 
the bottom pit of depression. To- 
day, it has recovered itself to a much 
greater extent and enjoys very en- 
couraging prospects. It is esti- 
mated that the current rate of pro- 
duction is about $40,000,000 an- 
nually. 


Orthopedic Specialist Hired 
KENOSHA, WIS.—Ben Cohn, pro- 
prietor and manager of Cohn’s Shoe 
Store, announces that Paul A. Cald- 
well, orthopedic expert, has been 
added to the sales staff of this es- 
tablishment. Mr. Caldwell is a 
graduate of the American School of 
Practipedics, Chicago, and has had 
considerable experience in the treat- 
ment of abnormal foot conditions. 























Patent Leather Novelties 


Built up to the high standard of 
shoemaking that has made our 
shoes known for many years as Big 
Value Merchandise. 


No. 305—Patent leather, two- 


strap McKay with 
heel on 141 last. 


Cuban wood 


No. 317—Patent leather, 
side-gore McKay with 
cut-out front — Cuban 
wood heel on 135 last. 


Merchants who want 
a line that will make 
business and keep it 
should get samples 
and prices of the 
Johnson Bros. line 
this season. * 


No. 511 — Pat- 
ent leather, two- 
button welt 
with cut-out 
front — 13/8 
Cuban heel on 
141 last. 


JOHNSON BROS. SHOE MFG. CO. 


HALLOWELL, MAINE 


«Made. in the Pine Tree State 
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Factories Become Busier As 


Fall Sets In 


Buyers Being Tempted with New Styles 


| St. Louis | 


Business throughout the whole- 
sale district continues good. No 
doubt from early reports September 
will show an increase in the volume 
over that of last year. This will be 
accomplished in spite of the fact that 
last September was one of the best 
months experienced by the St. Louis 
manufacturers. 

One general line house stated that 
their salesmen were not finding any 
section of the country poor and or- 
ders being sent in from the men on 
the road were of a good variety. The 
tendency to buy oftener and not in 
large volume still prevails. This, of 
course, applies on the high style num- 
bers. Expansion and increases are 
heard throughout the wholesale shoe 
belt and the business of the St. Louis 
market when the year closes will 
smash all previous shoe shipment rec- 
ords. 

One house has gained $1,000,000 in 
shipments during the past two 
months. Other figures indicate sub- 
stantial increases in the smaller com- 
panies. The specialty houses are 
working to capacity and delivery 
dates are being advanced with the 
number of orders in the house. 


Salesmen who went out into their 
territories last week to sell shoes for 
late fall and early winter, already are 
sending back generous orders. Fac- 
tories report that the shoe demand 
has been so great as to permit of a 
heavier schedule of production than 
a year ago. Manufacturers report 
that dealers in small towns are or- 
dering more heavily than at any time 
before, which augurs well for the 
winter trade. 

Manufacturers of orthopedic or 
corrective shoes declare that sales 
have reached generous proportions 
and sales are being made all over the 
United States. ;, 

One or two sales managers when 


queried upon the question of milady’s 
taste in heels, declared that salesmen 
now must sell heels to the women 
who show very little stability in 
choice. Several years ago the style 
was so fixed and hence women’s 
tastes so fixed that demands were 
made for particular kinds, but now 
the salesman has to create the desire 
for a particular heel before a pur- 
chase is made. It was said that 14/8 
heel was about the easiest to sell, al- 
though 10/8 also sold fairly well. 


a Besetson, __] 


Men’s sport shoes are going 
stronger than ever, according to 
statements of Brockton manufactur- 
ers. The lines which are being gotten 
out now for the coming season repre- 
sent the most elaborate and jazzy 
styles ever shown by Brockton con- 
cerns. The increasing interest in 
sports of all kinds is bringing manu- 
facturers to the point where they be- 
lieve there is a big added market in 
prospect for men’s sport footwear 
and that merchants will be receptive 
to new styles and color combinations. 
They are backing their belief by 
elaborate creations in men’s sport 





Shoe Factory to Be Sold 


Cedarburg, Wis.—An unique 
opportunity to acquire a shoe 
factory is to be offered here 
on Oct. 15 when the building 
formerly occupied by the Ex- 
celsior Shoe and Slipper Com- 
pany is to be sold at auction 
in settling up the affairs of 
this company. The plant con- 
tains about 18,000 sq. ft. of 
floor space and is sprinkler 
equipped. To be offered for 
sale also are about 2 acres of 
land. 

Cedarburg is a town of 
about 3000 inhabitants with a 
fine record so far as labor con- 
ditions are concerned and with 
plenty of help available. 








footwear with the idea of bringing 
about the biggest season in retail 
sales of sport shoes which the trade 
has ever known. 

Brockton concerns making shoes 
and shoe accessories, have suffered 
losses from time to time through the 
sending of samples to irresponsible 
parties in foreign countries. Cata- 
logs have been obtained, and through 
these, letters have been sent to local 
houses requesting lines of samples, 
which, when shipped, were lost for- 
ever. One Brockton concern, making 
shoe laces, received recently a re- 
quest for sample dozens from a party 
in the West Indies, who claimed to 
have a market for these goods in 
three or more Latin-American coun- 
tries. The local concern, having re- 
ceived a similar letter from _ this 
house several years ago, and after in- 
vestigation found it to be a fraudu- 
lent proposition, took no notice of the 
latest communication. The manager 
stated, however, that no doubt as a 
result of these form letters sent te 
numerous concerns in this line, many 
hundred gross of laces would be sent, 
to be disposed of by the recipient at 
a clear profit. This form of grafting 
has a wide range and many manufac- 
turers have been victimized. 


ten | 


Women must be buying many 
shoes this fall for the production of 
shoes here is ahead of what it was a 
year ago, and there are plenty of 
signs of a further expansion of busi- 
ness. Established factories are ac- 
tive, and new firms are starting, and 
there is every indication of an ample 
increase in business in 1926. Women 
buy a third of the shoes, according to 
government statistics, and Lynn 
manufacturers believe that they are 
going to buy more than that. 

It is the irrestible appeal of style 
that leads to Lynn’s large production 
and sale of shoes. Women are styling 
up every sort of shoes that they 
wear, from walking oxfords for the 
morning shopping trip to pretty 
pumps for afternoon diversions, and 























No, 367—$4.90 


Metal Ornament 





AAA, 4% to9 B,3 to9 
AA, 4 to9 C, 2% to 9 
A, 38% to9 D,4 to8 
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TWO NEW FALL ‘PATTERNS 


IN STOCK—Patent Leather Strap Pump 
—Black Satin Gore Pump 


SEND 
SIZES 


Terms: PATENT LEATHER STRAP 
BLACK SATIN GORE PUMP Net 30 Days PUMP 
(Wilson Process) (Welt) 
264 Last | 12/8 Wood Cuban Heel 269 Last 14/8 Cuban Heel 


C. P. FORD & CO., Inc., Rochester, ‘N. 


NEW YORK CITY, MARBRIDGE BLDG. 
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No. 372—$4.75 


Fiber Top Lift 
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There’s BIG MONEY in handling 


California’s Favorite Outdoor Shoes 


BUCKHECT 


SHOES 
Salesmen and Dealers Wanted 
TO SALESMEN! 


More than 5,000 dealers sel) these wonder- 
ful shoes west of the Rockies. And now 
the east wants them. National adver- 
tising is creating a demand for BUCK- 
HECTS. Our advertising invites mail 
orders, but we do no mail order business 
where we have dealers. Territory open 
in Eastern, Middle Western and Southern 
States. Here is a great profit maker, 
either for whole time or as a side line. 
Send coupon for full particulars. 


TO DEALERS! 


There’s a good profit margin in BUCK- 
HECT SHOES. They sell on sight. A 
good window pg AO. givers creates sales. 

we can sell HECTS hy mail, 
imagine how easily you can sell them 
direct to your customers. BUCKHECTS 
have thousands of friends ALL OVER 
THE WORLD among sportsmen. civil 

Style No. 20. engineers, farmers and other outdoor men 
Price $9.00 F. O. who will wear no other brand, on account 
B. San Francisco. of the many exclusive. PATENTED 


Retails at $15 to features of thes "4 
LH others $4 to > 
12. 



















Send coupon for full particulars. 
asa =e aeeew ese ee ee me ee me me me ke oe me 


BUCKINGHAM & HECHT 
81 First Street, San Francisco. 


I am interested in handling Buckhect Shoes 
enbeese ege's (v0 be As a SALESM eeeeeeeeeceeees- AS @ DEALER 


Please —¥ ‘information 
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A SOFT TOE BALLETS 
Made on 
L Right and Left Lasts 
tek mae 
L women's, $48 
Child’s $1.35. 
white Kia 
E TOE DANCING BALLETS - 
ve: MN ES RE ER 
GYM SHOES 
In Black Kid 


No. 14 
Elk Sole ‘$1.08 
No . 701 





Rubber sole. $1.65 
No. 703 
Chrome sole $1.40 


IN STOCK 


BROOKS SHOE MFG. CO. 
1725-35 No. 6th Street Philadelphia, Pa. 
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thence to dress slippers for evening 
wear. So the variety of styles made 
in Lynn is of limitless abundance, or, 
at least, is limited only by the de- 
sires and caprices of the daughters 
of Eve. 

As October business gets well un- 
der way, Lynn styles show more sub- 
‘stantial shoes, and yet always pretty 
shoes, such as oxfords and ties, and 
never failing supplies of new vari- 
eties of pumps and step-ins. Among 
the oxfords and ties are those of all 


alligator, or all lizard, or of Russia — 


calf with tongues and lace stay trim- 
mings of alligator, lizard or Scotch 
grain leathers. Some of these are 
made of lasts of smart lines, and 
quite a number of them carry low 
heels, and the heels of leather. 

In the pumps and step-ins there is 
a pretty shoe for every occasion, 
ranging from the brilliant slippers 
for ballroom wear to the simplest 
pumps for informal wear. The new 
business in dress and dancing slip- 
pers is simply amazing say manufac- 
turers. It seems as if every young 
woman must be going to dance the 
coming festive season. These shoes 
are made of metal cloths, gold, silver 
or copper wires being woven into the 
cloth in bewildering designs, and in 
more bewildering colors and, also, of 
beautiful leathers, in gold and silver 
finishes, or in wonderfully embossed 
designs. Many of these shoes are 
adorned with fascinating ornaments. 

Patent leather continues the lead- 
ing material for shoes for street or 
informal dress wear. Manufacturers 
are cutting more black suéde and 
brown suéde, as they make shoes for 
November sales. Some gain on kid 
shoes, in blacks and colors, is re- 
ported as a consequence of the tan- 
ners’ demonstration of kid leather in 
New York. The use of reptile grains 
is once more increasing. Suéde 
shoes are tipped, or strapped, with 
grain calf. 

Fastenings show new variations. 
Gores are set in the sides, and the 
front is latticed. Yet the popular 
idea is to set the gore in the throat, 
and to use an ornament of metal, or a 
bew, or leather, or of fabric. Some 
new bows, of reptile grain leathers, 
on grain calf shoes, are quite pretty, 
and have the merit of novelty. Wide 
single straps are fastened with large 
harness style buckles, or big buttons, 
and slender straps with small 
buckles, or fancy buttons. A dressy 
shoe has a lattice of four bars across 
the front, and since it has four but- 
tons on its side it looks like an ox- 
ford. 

Lynn’s array of shoes is bewilder- 
ing in its variety. Yet it runs true 
to the rule that women like a bewild- 
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ering array of apparel, and they in- 
clude footwear in this bewildering 
array. Lynn finds that women wish 
“shoes for the occasion” and the oc- 
casions are limited only by the in- 
creasing activities of daughters of 
Eve, and the amazing variety of ap- 
parel that they wear these days. 
Lynn manufacturers are once more 
confident that a larger volume of 





“FANCY FATS” 


Some retail merchants have 
been kind enough to offer sug- 
gestions for names of the fat 
ankle shoes, Lynn manufac- 
turers having asked for such 
names, 

Down in the lasting rinks of 
Lynn shoe shops, where a 
spade is called a spade, and 
that emphatically, they say 
“Fancy Fats” when a case of 
the stylish stout shoes come 
along. 

Now what would happen in 











a well-kept store should a 
clerk offer his 180-pound cus- 
tomer a pair of “Fancy Fats?” | 








business in women’s shoes can be 
built up through styles, better styles, 
and more of them. 


| Philadelphia 


Factories continue busy making 
shoes for immediate trade and some 
staples for stock. One plant which 
is being operated to capacity and is 
making children’s and misses’ shoes 
reports that it is making a number 
of high shoes in turns. They are for 
the most part of tan kid, tan calf, and 
patent leather, though there are some 
combinations of patent with cham- 
pagne, gray, or mole top. The de- 
mand for combinations of materials 
and colors, however, is not as strong 
as that for the single effects. Pat- 
terns for immediate business are 
rather plain though in the footwear 
for spring there are some signs of a 
tendency to more or less fancy ef- 
fects. Indications, however, do not 
point to anything as elaborate as the 
footwear of the past. Prices remain 
unchanged. Most of the welt shoes 
made by this firm are low. 

Another firm making young peo- 
ple’s footwear reports that there is a 
good call for high shoes in misses’, 
children’s, and boys’ lines. The lead- 
ing materials are tan calf and black 
gunmetal. The greater demand at 














present, however, is for low shoes, 
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though it is expected that they will 
decline in popularity with the com- 
ing of rough weather. Crepe soles are 
dead. Patterns continue toward the 
plainer effects. 

Frank A. Hoffman, well-known 
shoe wholesaler, reports that there is 
some improvement.in men’s footwear. 
Demand is very largely for fancy 
patterns. Ninety per cent of the 
present business is in tans and 10 
per cent in blacks. Crepe soles are 
dead and there is very little call for 
high shoes. Prices remain mostly 
unchanged. 


Atlanta 





For the fourth consecutive month, 
shoe jobbers in the Southeast have 
noted a good gain in their volume of 
business over the corresponding pe- 
riod of last year, according to the 
current business review of the Fed- 
eral Reserve Bank of Atlanta issued 
for publication the early part of Oc- 
tober, and covering conditions in the 
sixth district, which comprises the 
group of Southeastern States, for 
the month of August. In May a gain 
of better than 20 per cent was shown 
over the same month last year; in 
June the gain was about 10 per cent; 
in July an almost 25-per cent gain 
was reported; and according to the 
current report for August, that 
month showed a gain of approxi- 
mately 15 per cent. Thus it will be 
seen that the average gain in whole- 
sale shoe business by the Southeast- 
ern jobbers during the four months 
of May to August, inclusive, has been 
between 15 and 20 per cent over the 
corresponding four months of last 
year, which is certainly an encourag- 
ing feature as regards the outlook 
for the fall trade. For the first eight 
months of this year—January to 
August, inclusive—shoe jobbing bus- 
iness of the Southeastern wholesal- 
ers has averaged 7 to 10 per cent bet- 
ter than for the same eight months 
in 1924. Present indications are that 
the year as a whole will exceed 1924 
by at least 10 per cent, and very like- 
ly as much as 15 per cent if business 
continues as active the last four 
months of the year as it has been the 
past summer. 


| Haverhill | 


The Haverhill Shoe Manufactur- 
ers’ Association and the Haverhill 
Council of the Shoe Workers’ Protec- 
tive Union, favor a new working 
[CONTINUED ON PAGE 86] 
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A GOOD SELLING 
MODEL 

THE SOUTHERN TIE 
IN STOCK NOW 









. 460 Tan Calf Southern Tie 
12/8 Cuban Heel $3.75 


No. 1460 Gunmetal Calf Southern 
Tie 12/8 Cuban Heel $3.75 


No. 2460 Pat. Leather Southern 
Tie 12/8 Cuban Heel $3.75 


A. E. WESSEL & SONS 


Sales Offices and Stock 


Factory Department No. 5 North 
222-24-26 Liberty St. 4th St., Philadelphia, Pa. 
Camden, N. J. Meyer Weasel, Sales Mgr. 





BRANCH OFFICE 
New Orleans: 105 Decatur St.; J. Milton Boze 


Better Grade McKays 



















LIGHT COLOR SHOES REQUIRE 
LACES TO MATCH 


STOCK: 


“HUBTIP” “NO-METAL-TIP” 


(Trade Mark Reg.U.S.Pat.Off.) 






. SHOE LACES 


Made in 


LIGHT TAN, BROWN, BLACK 


STRONG and DURABLE 
NO-METAL-TIPS 
First quality, Fast Color Braid from 
TIP-TO-TIP 


“HUBTIPS” are packed in Striking Individual Cartons 
72 Cartons in Display Cabinet 


Specify “HUBTIPS” 


To your jobber or write us direct 


FRANK W. WHITCHER CO. 


Manufacturers 








332 Albany Bidg., Boston, Mass. 9 2537<", un. 


ae 
Fo 








| GREELEY’S BOUDOIRS&5 


are the result of specialization and con- 
centration to get quality at a price te 
please the consumer. So far every month 
this year is larger than the same month 
last year. “The proof of the pudding is 
in the eating.” Black or 
colors. Leather or rubber 
heels, Black kid with rub- 
ber heels only. 


IN 
STOCK 


36 Pair Cases 
If your jobber cannot supply you, write me. 


Deliveries At Once 











A. W. GREELEY 
g3'2 Duncan Street Haverhill, es 

















4A’ ST. HOTEL 


Just East of Broadway 


New York’s Newest Hotel 


In the Very Center of Things 


350 ROOMS—350 BATHS 
$3,—$4,—$5 Per Day 


For Two Persons, $1 Extra 
JOHN McGLYNN 























When writing to advertisers please mention Boot anp Snore REecorvER 
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SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 
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Salesmanship Fundamentals 


By Arthur G. Stern 


Sales Manager, J. M. Herman Shoe Co., Millis, Mass. 


Arthur G. Stern, Sales Manager 
of the Jos. M. Herman Shoe Co., 
recently gave an inspirational talk 
to the company’s salesforce. He out- 
lined therein some “Fundamentals 
of Good Salesmanship.” Mr. Stern 
made some excellent points, which 
were later incorporated in booklet 
form. We are publishing a part of 
same herewith. We shall be glad 
to also publish in these columns the 
talks of other sales managers. 

In my travels I stop at Statler or 
United Hotels, for when the footman 
meets me at the door of the taxicab, 
he smiles and says, “Good morning!” 
When I walk up to the desk to regis- 
ter whether I am greeted by a new or 
an old clerk, he says, “Good morn- 
ing.” When the bell boy takes my 
bag to conduct me to my room, he 
says, “Good morning!” When I 
enter the elevator, the elevator boy 
says, “Good morning!” The next 
morning when I arise I find at my 
door the morning paper—greeting 
me with a message from the hotel 
reading, “Good Morning! We hope 
you have had a good night’s rest.” 
When I leave my room and deposit 


my key with the floor clerk, she 
smiles and says “Good morning!” 
and thus many a morning which 
might have broken hazily overhead 
or mentally is turned into a real 
“Good. morning.” 

“Good morning” as we enter a 
store—“Good morning” as we leave 
it creates and leaves a good feeling. 

No bundle boy in the store even 
though kicked out of bed for over- 
sleeping and had half swallowed his 
breakfast, had to run for his car, 
reached the store disgruntled and 
thought the world all upside down 
who but when greeted by a cheerful 
“Good morning” will smile through- 
out the day. 


Satisfaction 


Satisfaction is the poison of en- 
thusiasm and success. It matters 
not whether it be satisfaction with 
self, with house, with merchandise, 
with policy, with anything—satisfac- 
tion means sitting back and taking 
things comfortably. Today no man 
can sit back comfortably and expect 
to be a success. 


It is necessary that we keep 


abreast with the times and if we are 
satisfied we cannot for the satisfied 
man slips—he becomes a floater. 


Morale 


Morale is born of confidence. Con- 
fidence in firm, merchandise, self and 
fellow worker. Lacking in morale 
you are a traveling man forever and 
cannot be a salesman. Broken 
morale leads into a hopeless, helpless 
state—precludes the possibility of 
success—insures absolute failure of 
purpose. 

Morale is the spinal cord of the 
Sales Organization. Have faith in 
your firm, faith in its merchandise, 
and confidence in your self—plus co- 
operation with your fellow worker. © 
These are four cardinal points for 
success as a salesman. Lack one of 
these four points and the chances 
of success is hampered to an extent 
which almost makes for absolute 


failure. 
Confidence 


Confidence is the dynamo which 
generates ambition, pep, push, prog- 
ress. 


The J. M. Herman Shoe Co.’s salesforce, executives and guests, “snapped” just before “eats” of the banquet held 
at the close of their recent sales conference 
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No. 4043—Chocolate Elk Hi-Cut, No. 4096—Dark Smoked Blucher, 
Misses, wi widths C, D, E, 11}4-2, width, D only. Youths, 1134-2, 


$3.0 
Childs widths C.D, E, BY-11, Price - = - $2.69 
Price 2.69 Little Gents, 834-11, Price $2.35 
Infants width D, 5-8, Price 32: 35 


Unusually fine workmanship, rare quality, 
every pair attractive, clean, salable. 
These are the things responsible for 
the tremendous success of On-We- 

Go Shoes for children. 


Order these numbers now 
from stock. 


F. Mayer Boot & Shoe Co. 
Milwaukee 


No. 4090—Patent M: No. Sorg Petengiacieee, Smok- 
cher Smoked Inlay and cd Elk 
No. 4091—Tan Elk 0. 
cher Airedale Inlay gn Trim. 


Price, either len 
+ aah wideh D, Sheil, 


y leather 
Infants, width D, 4-8, Childs, Sei w width D. 
voce t tadet tate, No. 4058—Patent Blucher, widths C, and D. fencs, as wideh D, 
> No. 4061—Black Calf Blucher, width D. ef 
No. 4057—Airedale Elk Blucher, widths 
No, 4059— Calf Biucher, widths’, 
No. 4060—Smoked Elk Blucher, widths ot D. 
No. 4062—Brown B , width D. 
No. 4075—Tan Fik Blucher, width D. 
Price, any leather 
Childs,8%-11 - - = <= Price $2.25 
Infants, 4-8 - = = « Price $1.90 


When writing to advertisers please mention Boot anp SHOE RECORDER 
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David Shelton, who travels Ohio 
for the Ault-Williamson Shoe Co. 


Earl with George W. Baker 


Fred C. Earl, well known traveling 
salesman throughout the Middle 
West, is now representing George 
W. Baker Shoe Co. of Brooklyn, N. 
Y. His territory will be the large 
cities in the Middle West, with head- 
quarters at 22 West Quincy Street, 
Chicago. 

Mr. Earl succeeds Mr. Doremus in 
this territory for the George W. 
Baker Shoe Co. During the past 
two years he has represented the 
Wichert, Inc. 

Mr. Earl has a wide circle of 
friends in the trade, both among 
traveling men and merchants, as a 
result of his twenty-seven years’ ex- 
perience selling shoes on the road. 


Crull Made Style Man 


Hugh M. Crull, formerly house 
sales manager of the Central Shoe 
Company, has been appointed wom- 
en’s style and merchandising man- 
ager for the company. He has been 
associated with the company for the 
past five years. He is greatly ad- 
mired by the sales force who have 


written enthusiastically over his 
advancement. 
Edwin Clapp Lincoln 


on Trip 


Edwin Clapp Lincoln of Edwin 
Clapp & Son, Inc., is on a trip 
through the South and Southwest, 
calling on the Edwin Clapp distrib- 
utors in those sections. The factory 
has had some very pleasing reports 
as to business conditions throughout 
the South. 
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Shelton with Ault- 
Williamson 

Dave Shelton who lives at Dayton, 
Ohio, and travels the State of Ohio 
for the Ault-Williamson Shoe Com- 
pany, St. Louis and Auburn, made 
an unusually large gain in sales this 
season. He was successful in win- 
ning the first prize of $150 for sell- 
ing the greatest number of pairs of 
top grade shoes. He also won second 
prize in the quota sales contest. 

For many years he sold Cincin- 
nati dress shoes in Ohio. Mr. Shelton 
has a host of friends among the 
trade as well as among the travelers 
in that State. He predicts a greater 
volume of business this season as 
conditions for business are most 
favorable in his territory. 





“Ed” C. Weber, manager of the 


Footwear Department of the 
United States Rubber Co.’s Mil- 
waukee Branch 


“Ed”? Weber Wins 
Promotion 


Ed C. Weber joined the sales or- 
ganization of the United States Rub- 
ber Company, Milwaukee Branch, 
Nov. 1, 1922. He represented that 
Branch as Footwear salesman in 
Northern Wisconsin through the 
lumbering camps. He operated in 
this capacity to Jan. 1, 1925 when 
he was promoted to city salesman. 
On Sept. 1, 1925, he was again pro- 
moted to Manager of the Footwear 
Department. 

“Eddie” has built up a strong 
friendship among the shoe dealers 
in Wisconsin and in the city of Mil- 
waukee. Prior to joining the U. S. 
Rubber Co. sales organization he 
was Buyer and Manager of S. J. 
Brouwer’s men’s department for 
about seven years. 
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Summers Off to Pacific 
Coast 


Robert L. Summers, who has trav- 
eled for Edwin Clapp & Son, Inc., 
for many seasons, is now on his way 
to the West coast. Mr. Summers 
says that he is carrying one of the 
best, and decidedly the best looking, 
lines of samples he has ever had. 


Lewis Goes Abroad 


Gardiner Lewis of A. E. Little & 
Co., Lynn, sailed recently on his an- 
nual trip to Europe. He takes with 
him a line of samples of women’s 
shoes made especially for the Euro- 
pean trade. 


Critchfield with Vollman- 
Lawrence 


L. R. Critchfield has recently lined 
up with The Vollman-Lawrence Co. 
of Cincinnati, Ohio, to represent 
them in the East. He has been at 
the factory for the last few weeks 
getting his new line of samples in 
shape and left for his territory 
September 22. “Critch” is much 
enthused over his new line and be- 
lieves that he has _ fast-moving, 
“snappy” selling propositions in 
women’s shoes at popular prices. He 
is out to sell all his old accounts in 
greater volume than ever before and 
is planning to see each one of them 
within the next few weeks. Mr. 
Critchfield is a member of the New 
York Boot & Shoe Travelers’ Asso- 
ciation and also of The National 
Shoe Travelers’ Association. 





L. R. Critchfield, who represents 
the Vollman-Lawrence Co. of 
Cincinnati in the East. 
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Workmanship Shows 


and makes all the difference in 
Shoes Soled with 


NATURAL CREPE RUBBER 
| “Plantation Finished | 


This walking shoe by Endicott- 
Johnson, Model 1438, shows 
how we are shoes soled 
with Natural Crepe Rubber for 
Everybody’s Everyday Wear. 


NATURAL CREPE KEEPS ITS SHAPE 


When writing to advertisers please mention Boot anp Suor Recorper 
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The Production Man 
Gets the Credit 


E big Crepe Rubber Sole campaign is on. Manufac- 
turing—selling—advertising—window displays—every- 
body in the shoe business and everyone who wears shoes 
is interested. The success of this whole movement is now 
up to the Production Man. 


His work shows. 
It’s the first thing the customer looks at. 


If the Crepe Sole is applied correctly, it is a long wear- 
ing, comfortable, satisfactory shoe. 


There’s the right way and the wrong way to apply a 
Crepe Rubber Sole, the samme as everything else. 


Write for the Free Handbook which tells all about Crepe 
Rubber, its proper handling, and the right methods of 
applying Crepe Soles to all kinds of shoes. 


Time will be saved and mistakes will be avoided if you 
study this book and learn what to do and what not to do. 


Addres® = 
city 


NATURAL CREPE KEEPS !1TS SHAPE 


When writing to advertisers olease mention Boot anv Suor Recorper 
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82 BEAVER ST., 
NEW YORK CITY 


srexvarivevin 


ThA: 


WAM MAMA MmAMmAmAmATy 


NATURAL CREPE RUBBER 
[ ‘Plantation Finished | 


We carry stocks of all grades 
and thicknesses of 


CREPE === SOLING 


for 


And Are Direct Importers of : IMMEDIATE. AND FUTURE 


UBT 


We Specialize in All Grades of 


NATURAL CREPE RUBBER 
(Plantation Finished ) 


YOO 


OTD) 


Harrisons and Crosfield’s DELIVERY 


Estates 
oEi0 


Write for Samples and Quotations Wy 2lr 
Your name on our mailing list 
will assure you of receiving our 


periodical market reports. 


SAMPLES AND PRICES ON 


oro 


LITTLEJOHN & CO., Inc. 


137 Front Street 
New York City 
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Time to Order 


Slippers for Formal Dress, 
for Dances and (Parties. 
Made of Rich Brocades— 
Go!d or Silver Kid—or White 
Satin on Models as Illustrated 


Salesmen—Samples 








NEW YORK CHICAGO PHILADELPHIA 
Mr. Lobatto, Barclay Bldg. Mr. Le Pine, 1618 Republic Bldg. Mr. Schoell, 119 So. 4th St. 
OAKLAND, CAL. LOS ANGELES, CAL. 
Mr. Kushins, care Roos Bros. R. L. Wall, Lankershim Hotel 


“CARLIN 
vppok 
Reon 7 


SMART SHOES 
ROCHESTER,N.Y. 


Buy Sherwoods and Stick to Them 





a 
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Suggest Buying Rubbers With 
Shoes—Combination Sales Pay 


83 





Increase Your Trade by Initialing ’Em 


. 


HIS is the time of the year 
when the merchant can sell a 
pair of light weight rubbers 
with every pair of new shoes. All 
that it is necessary to do is to show 
rubbers in your windows and sug- 


gest rubbers verbally. A customer 


who has just purchased a pair of’ 


shoes will almost always acquiesce 
if the salesman will say, something 
like this—“Let me show you how 
well our new style of rubbers, made 
to fit these shoes, look.” If the cus- 
tomer hesitates, the salesman may 
follow up the argument with the 
suggestion that by wearing rubbers 
on rainy days the good looks and 
the wear of the new shoes are pre- 
served and that the extra money 
which the new pair of rubbers cost 
will more than repay the customer 
in the extension of the life of the 
new leather or fabric shoes; that the 
new rubbers have ample allowance 
at the ankle for the buckle trimmed 
pump, and correspond in every way 
to “the latest” in the new toe and 
heel requirements. A man is more 
easily “converted” to rubber shoe 
wearing than a woman, especially 
the young woman, who may have a 
doubt in her mind as to the styleful 
element of rubber shoe wearing. 

And so, why not “play up” to the 
rubber shoe manufacturers who are 
making a strong appeal to the femin- 
ine portion of the public, through 
consumer fashion publications, and 
once and for all put rubber shoes in 
the fashionable footwear list? This 
year the department stores are fea- 
turing “Collegiate Raincoats.” “Wear 
the color of the winning team,” say 
they. “You do not have to wait for 
the rain—make the Bowl blaze with 
color.” There are in the new rain- 
coats many plaids, showing browns, 
ambers, blacks, purples, scarlets, 
greens, blues and reds. And not 
only for the “C’llegiate” are they 
listed, but for football fans, for rac- 
ing car drivers, for business girls, 
for flappers, for mothers and grand- 
mothers. 

With these rubberized cretonne or 
rubberized figured fabric—or they 
may be oiled cambric coats, or trans- 

















This represents a combina- 
tion sale of new one - strap 
and rubber “slip-on.” 








parent oiled silks—there is a big 
opportunity to sell rubbers—slip-ons. 

There are black slip-ons to har- 
monize with all of these coats— 
there are brown slip-ons for so 
many—there are white slip-ons—a 
few gray, or red, or yellow, or scar- 
let rubbers featured beside one of 
these coats would be something 
“new” and would undoubtedly sell. 

And this brings us back to the 
initialing fad of which we have 
talked before in these columns. There 
are red initial “society markers” 
which can be immediately attached 
by the merchant and which give a 
colorful “dash” to an otherwise 
“prosaic” looking rubber. Moreover, 
initialed rubbers are very practical. 
If “Miss C’llegiate’” wants to wear 
her satin pumps to the game, she 
may do so with perfect comfort, and 
when she removes her rubber slip- 
ons and rubber raincoat at the end 
of the game, there is no danger of 
her rubber shoes getting lost, for the 
initials will identify them as her 
property. 

And not only will the young wom- 
an, who in the past has considered 
that she is not “smartly” dressed 
with rubbers, buy them if they are 
initialed—always, provided they are 





first displayed in the window with 
the initials thereon—but the chil- 
dren, will also demand initialed rub- 
bers. Little folks have from time 
immemorial taken a keen delight in 
carving their initials on backs of 
seats, fences, trees or in any other 
conspicuous position. They like to 
look at merchandise with their in- 
itials thereon. To the parents, the 
best argument in favor of buying 
children’s rubbers and overshoes is 
to prevent their loss or mis-mating 
at school. 

For grown-ups, men and women, 
on vacation trips, for the hunting 
and fishing season’s rubber boots; 
for rubbers worn to fraternal and 
business meetings; for church and 
party, rubber shoes will sell the 
more readily if they are shown in 
the window initialed. The chief 
argument for the women folks is 
that it is “Fashionable” to wear in- 
itialed rubbers; with the men folks, 
the argument that has the most 
force is that initialing rubbers is 
“practical,” that it prevents their 
loss through identification. 

There are all of the letters in the 
alphabet from which to choose the 
initialing outfit. The metal button, 
with attaching machine, may be 
used; or woven labels; or, for ad- 
vance selling of gaiters, hand em- 
broidered initials, on the ground 
that hand embroidering takes time 
and customers requiring hand em- 
broidered initials on their gaiters 
must place their orders early. A 
clever needlewoman ir your city or 
town may do the embroidering ar- 
tistically in a few days’ time. 


Home from Europe 


BALTIMORE—Samuel Friedman re- 
cently returned from Europe. He 
visited Germany, Austria and Hun- 
gary, Servia, Bulgaria, Rumania, 
Czecho-Slovakia, Belgium . and 
France. Mr. Friedman has been in 
the shoe business for the past thirty- 
seven years. Since coming to this 
country from Hungary in 1907 he 
has been in the shoe upper-making 
and repairing business. ” 
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Feet and Your 
Disposition 
[CONTINUED FROM PAGE 47] 


were getting married. In either case 
you didn’t know what you were do- 
ing. 

I once asked a colored boy in a re y Ue — York 


barber shop why he always wore AUCTION TRADE SALES 
7 








such awful looking shoes. They were 
all run over northeast by east and 
the leather had been slit along the SHOES and RUBBERS 
sides and on top so all his toes Every Wednesday and Friday 
showed through. —e 
“Mistah Spike,” said he, “you ain’t PULLMAN TRAVELING SLIPPERS 3 
so smart as I thought you was. How better"than ever inQuality and fit | 
many two-bit tips do you all think gt I age To Mir 
I’d get if I was all dressed up in good ee |... Fy 
clothes and shoes whilst I shine shoes full ‘imaat'G todttn thous pair 
and beat customers to death with a M. GUSTIN CO. 
whisk broom? Wi St New York 
Some sense to that and I ought to eacin — 
have known better than to ask, but —[""">—a 
yyou see I hadn’t been in the city 
long. 
; F Feet and dispositions go hand in 
-, Qe hand—what is it my old school teach- 
“ny eo er used to call this, a mixed meta- THE (SH OE FOR MEN 
IGHEST GRAD cs ONLY phor ?—and an aching corn will make 
, ’ a devil out of a saint. Get ’em big 
enough, boys. Fit the feet first, then STO CHK DEPT.5 
the pocket book and lastly the eyes. SNAPPY SNAPPY 
When your banker refuses to re- ACTION! STYLES! 
new your loan, when the street car we ow ao So Suen 
() Te. j conductor refuses to accept your THE STETSON SHOE CO., Ine. 
M. 






























































transfer of the day before, when the Seath Weymouth, Mass. 
A. PACKARD Co. Makers crossing patrolman threatens to run 
you in for making a left-hand turn SNAPPY SHOES 


ight-hand corner, don’t get all 
NETTLETON ~ “ — ie FOR YOUNG MEN 
‘het” up. Be considerate. Maybe ie = ate, 


Shoes of Worth their “dogs” are whining. values unsurpassed. Priced to 
please. Investigate. 


A. E. NETTLETON CO. : ; a CRAIG-REED & EMERSON, Ine. 
"tplceee Wi na. Prices in the Window? | soston omce, 10 “High St, Room 304 


MEN’S FINE SHOES EXCLUSIVELY Yes—In Most Cases BRIDGEWATER 
WORKERS’ 


[CONTINUED FROM PAGE 48] A ac SA CO-OPERATIVE 
mn, 
- 


at night, just after dinner and just ay voreeepeines 2 nega 
before the theaters open? They Pan Factory, Bridgewater, Mass. 
stroll along, leisurely looking at | ee 
window displays. The windows that SHOY 434 Marbridge Bldg, New York City 
get the most attention are those with 
brilliant lights, with good displays 
and price tags on every article. Ap- 
proach closely and listen in on their 
conversation: 

“Now, there’s just the kind of a 
chair I want.. See it, John? That 
one over there in the corner. I 
rm wonder what the price is. It has a 
alchards & Bronsen Co. tag on it but as usual the tag is 
: turned upside down. I can’t make 
perrecan xr = qj out the price, can you? Let’s go on 

down to the other furniture store 

BOSTONIANS and see if they have the same kind.” 
caper aad Kc: Maybe it’s men’s wear they are 
CommonWEALTH & Learn looking at. He says: “See that shirt? 
ong MASS. Now that’s the kind I’ve been telling 
you about. And the price is the 
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PARISTYLE FOOTWEAR MFG. 00., INC. 
aa ey 


41-46 Wi 
Chicage Office, 


HIGH GRADE MULES and D’ORSAYS 


‘acl © 









































stantly in Stock. Send for latest price liet. 
H. K. GARDINER CO., PITTSFIELD, N. H. 












DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 

















Ne. 250. $2.50 per 100 


EMIL RUBLACK 
Maker of Artistic 
Price and Sale Tickets 
Samples paee ee en 
140-142 WEST BROADWAY 
new YORK 
Eetablished 1963 
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- 
same as I read in the ad. Tomor- 
row, if you are down this way, drop 
in and get me a couple of them— 
size sixteen.” 

Coming to a shoe store they stop 
to look at the new Fall styles. Both 
are vaguely interested because they 
both know that sooner or later they 
must unbuckle the family wallet and 
buy shoes for cooler weather. As 
they examine the various styles, 
listen to their comment: 


HERE’S a pretty little pump. 
Just the kind I had in mind. I 
wonder what they ask for it? I have 
never bought anything here. I 
suppose it’s beyond my reach, how- 
ever. Most of the stores on this 
street are pretty high in their prices. 
I’d like to have that kind but I’m 
afraid they are too expensive.” 

Really the shoes may be entirely 
within her means. But she doubts 
and passes them up. 

The man sees a pair he likes. 
“Look at that pair of brogues, honey. 
Newest things going. Jones bought 
a pair in Philadelphia for eleven 
bucks. I reckon they get about 
twelve or fourteen for them in a 
store like this. I haven’t time to go 
looking around for shoes now. I 
wish I knew the price. Well, I 
guess I’ll stick to my regular store. 
I know their prices.” 

And so it goes—with average 
people. Many a good article is 
passed up, many a potential cus- 
tomer interested but lost, many a 
sale missed. 

This is not intended to be a 
preachment to stores who have used 
the no price system. If you have been 
successful without quoting prices, all 
right. Don’t change. But you might 
give this a little thought. How well 
do you know your town and its 
people? As the editor of the 
RECORDER asked you recently—how 
well do you know your trade? Do 
you know what people are saying 
about your store? Do you know 
what they are thinking? ., 

Some of the largest corperations 
in the country are spending thou- 
sands of dollars just to feel the 
public pulse. They hire expert in- 
vestigators to travel about asking 
questions. 

One big concern found out that 
its business was falling off because 
the public had gained an erroneous 
idea as to its product. Some little 
slip on the part of the advertising 
writer had left a false impression. 
It cost a lot of money to change the 
public mind but it was worth all it 
cost in the final analysis. 

It is easy to say too much in an 








BALLET SLIPPERS 
BLACK VICI KID-—IN STOCK 


Athletic Shee Mig. Co., 124 N. Third St, Philadelphia 











QUALITY BALLETS— sr0cK 


Hard T 
ay aust 8/11 $2.25 





1.20 11%/2 2.30 
13 2%/7 2.85 
Samples on 


1S8¢ Extra request. 

Also Men's and w-0n's Stippers of every description. 
METROPOLITAN SLIPPER CO. 

134 W. B’way, near Duane &@. New York 
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HARD AND 
SOFT TOES 

IN 

STOCK we. 
ae fr. ~ SUMNER 
325 W. Monree S&., Chicago, Ii. 
MANHATTAN FINDING CO. 


Wholesale Shoe Store Supplice 
145 Rae gh. gy LI N. Y. 


Also a Full Line of Arches from $8.50 te $36.66 
a Dosen in Stock 








BALLET 81 IPPERS—IN STOCK 
* the unusual kind 
Style B102 Bik. Glazed 
Kid, Saft Too 
po 11%-3 2%-8 
$1.20 $1. $1.46 
CCHMARTS OHERSER 


“eT ¥ in Ballet enn 
241 Ne. lith Street - Philadsiphia, Pa. 








IN STOCK 
BLACK BALLET SLIPPERS 


FINDING CO. 








BLOG SH 
147 Duane St.. New You NY. 











ARLE 
shoe patterns 


FOR MEN’S PINE SHOES 


ARLE SHOE PATTERN CO. 


50 MAIN ST, BROCKTON, MASS. 














































J. R. BEATON CO., Inc. 


331 FOURTH AVE., NEW YORK 





CHICAGO 





SAN 
= = FRANCISCO 














America’s Favorite 


NU-SHINE 


Restores Color 
Preserves Leather 
Beautifies Footwear 
Makes O11 Shoes Look New 
THE NU-SHINE Co. 





Mkt. St, Reidsville, N. C. 





L.ALTERSON & 
213t St New Yorh 


ee 
94 W 





ATLANTIC PRINTING CO. 
Producers of Distinctive 
Shoe Catalogues and 

Shoe Booklets | 
201 South Street Boston, Mass. 
Telephone, LiBerty 8673 














MULTIGRAPH PLATES 


Engra: ng oo ce Rule F. 
ignature Cuts, ‘orms, 
Composition, and Copper Face 
Write for Prices 


UNIVERSITY ELECTROTYPE FOUNDRY 
CAMBRIDGE, MASS. 











: 
No matter what policy you may 

pursue in selling to the shoe trade, 

nevertheless, you need the 


Boot and Shoe Recorder 
All the Time 
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advertisement. It is easier to say too 
little. Same goes for windows. 

Your attention is called to a cer- 
tain brand of flour that for years 
used but one word in its advertise- 
ments. One day a grocer wrote in 
to the mill and asked if that flour 
was good for bread or pastry, or 
what. 
tumbled in a minute. Since then the 
advertisements go into detail and tell 
of all the fine points of the flour. It 
is good for biscuits, pies, bread and 
everything that a housewife is in- 
terested in. But the advertisements 
concealed those facts for a good 
many years. 

On the whole I believe it is better 
to take a chance and tell ’em. 


Haverhill 


[CONTINUED FROM PAGE 75] 
agreement with arbitration of labor 
troubles without cessation of work, 
with wages determined for 12 
months. Negotiations to this end 
are now in progress. All other shoe 
concerns in Haverhill are directly 
bound by any agreement made by 
these organizations, as wages and 
working hours are the same. It is 
predicted that the favorable condi- 
tions that have prevailed the past five 
years will be continued in 1926. 
Chairman Newdick of the local 
board, who has filled this position in 
a highly satisfactory manner during 
the past two years, will be retained 
under the new agreement. Chairman 
Newdick’s accomplishments have 
been such as to place him in the front 
rank of diplomats as regards adjust- 
ments of matters between capital and 
labor. 


Factory Output Increased 


HAVERHILL—Duane Shoe Co. 
manufacturer of women’s turns and 
McKays, which has been located for 
several years on River Street, has 
leased factory quarters in one of the 
cement buildings on Essex Street. 
The concern will occupy 40,000 
square feet of floor space, with fa- 
cilities for doubling its output. 


French Brogues Featured 


BostoNn—Coes & Stodder is fea- 
turing a new style for young men, 
“for wear with the new wide leg 
trousers,” so their newspaper ad 
reads. This is shown in winter 
weights, heavy soles, storm welts, 
waterproof rawhide middle soles, 
welted heels, snug fitting quarter 
patterns, in light tan Scotch grain 
and black at $11.50. This store is 
also showing a high-grade wool half 
hose, 
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The big boy of the company: 


W ater proof 
Lea at 
Takes and Re- 
tains a Polish. 


CREESE & COOK CO. 
Tanneries at Danverspert 95 South St., Boston, Mass. 














Colored 
Chrome 
Sides 


Beggs & Cobb, Inc., Boston, Mass. 








est Virginia 


ww Imes 4 leather. 


ts Departmen 
WestVirginiaP Pulp& Sg, Compan y 
New Yo 











PW. Gegres, Pr: F. E. Jones, Treas. 
Ww. G. Donald, Vice-Pres. 


F. E. JONES CoO. 


FANCY COLORS 


MAT KID 


95 SOUTH STREET BOSTON, MASS. 














“ELAM” 
FlexibleTurn Shoes 


For the Jobbing Trade Exclusively 
F. S. ELAM SHOE Co. 
ROCHESTER, N. Y. 

Boston Office, 183 Essex Street 




















Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 
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Men’s Shoes Shown 
Attractively 


NEW YorK City—Novel ideas are 
introduced into the display of men’s 
shoes, keeping pace with the intro- 
duction of more style into this field. 
To demonstrate to the public the 
range of Sizes and widths carried, 
the John Ward Stores recently put 
two interesting displays in some of 
their store windows. One showed a 
number of shoes all identical as to 
style, in widths ranging from AAA 
to EEE. About ten shoes were 
shown, some of the intermediate 
widths being eliminated. The shoes 
were ranged side by side. In an- 
other window a display of the same 
style shoes in sizes ranging from 4 
to 13 were shown. 

Ranged back of a piece of white 
ribbon, the Regal Shoe Co. showed a 
wide variety of styles of men’s shoes, 
with a placard proclaiming that 
Regal’s men’s shoes “toe the mark.” 


To Sell Satin Shoes, 
Show ’Em! 


MILWAUKEE, WIs. — “Within cer- 
tain limits, people are going to buy 
just about what you show them,” 
stated Philip Applebaum, manager of 
the shoe department at Briethaupt’s 
women’s apparel store. This state- 
ment was prompted by a recent ex- 
periment which worked out very 
favorably at this store. 

Having sold only a few satins for 
several weeks, in comparison with 
other materials, this buyer arranged 
a window display in which he placed 
about 20 different styles of satins. 
On the Saturday the window went in, 
the biggest demand was for satins, 
while the same was true the follow- 
ing Monday, despite the fact that 
patents had been far in the lead on 
the preceding days. 
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LaMotte Is Tubman’s 


President 


BALTIMORE—F. J. LaMotte, for 
the past twenty-six years treasurer 
of Rice & Hutchins Baltimore Co., is 
now president of the R. E. Tubman 
Co., manufacturer of children’s high 
grade turn shoes. Mr. Tubman, 
although retired and therefore play- 
ing no active part in the company, 
is very much interested in the per- 
petuation of the name, trade mark, 
etc. This company manufactures 
800 pairs of shoes daily in infants’ 
and growing girls’, Mr. LaMotte 
states that patent and Russia calf 
are his big leathers, with boots for 
infants and pumps for growing 
girls. F. Gibbs LaMotte is asso- 
ciated with his father in the busi- 
ness. 


C. A. West Resigns 


St. Louis, Mo.—C. A. West, man- 
ager of the Shoe Specialty Manufac- 
turing Co., has resigned his position 
with that company. He was in 
active charge of the company for the 
past seven years. He was also a 
director of the International Shoe 
Co. Due to his wife’s health he will 
spend the winter in Florida and has 
not announced any future plans. 


Gene Sloan Joins Bond 
House 


St. Louis—Gene Sloan, who for 
the past eight years has been asso- 
ciated with Hamilton-Brown Shoe 
Co., resigned his position, effective 
Oct. 1, to join the sales organization 
of Wm. R. Comton Co., one of the 
foremost investment paper houses in 
St. Louis. Mr. Sloan was merchan- 
dising and style manager of the 
women’s end of the business. He 
will be succeeded in the company by 
Wm. Connors, who was associated in 
the department with Mr. Sloan for 
many years. Mr. Connors has had 
much experience in this field and is 
recognized as a style picker of un- 
usual qualifications. 


Velvet Pumps Popular 
Sellers 


BROCKTON. — In Brockton retail 
shoe stores, women’s velvet pumps 
are featured with a variety of orna- 
mentation. Morse shoe stores are 
advertising these goods at $2.95 in 
opera, strap, and gored pump pat- 
terns, with small, medium, and large 
buckles. s 
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om special lasts with our mas 
ter modelers newest shapes 





Made at prices that are correct 


for ead ews umers’ appreciation 





Assurance of apes © quilily 


so necessary in 





Shoemakers to the children of 
America for forty-eight years. 


THOMAS & COMPANY 


ESTABLISHED 1877 


3611 1A"Ave BROOKLYNNY. 


Boston Salesroom 
183 Essex Street 


Makers of Pla an 
Jack O'Lantern er i La 
Princess and U 
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HIS business paper is modestly proud of its 
army of high-grade, intelligent readers— 
proud of their number and much prouder of 

their confidence. They have faith in the Boor anp 
SHoE REcorDER—that faith is founded on its proved 
sincerity in their service and capacity to aid them in 
the conduct of their business. 

Coupled with over forty years of successful publi- 
cation, this READER CONFIDENCE is the Keystone ° 
of Boot AND SHOE RECORDER influence. 

Your advertisement in this medium instantly 
spread-eagles the richest and most profitable buying 
field in this industry. 

The Boor anp SHoE REcorper finds your buyers, 
takes your message to them, and assures you a com- 
plete hearing. 
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The Boot and Shoe Recorder Market 


=) 


Buys annually over $600,000,000 worth of shoes, 
rubbers, hosiery and accessories. Tell your story to 
this great market in these pages. 
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HE Continental and Commer- 

cial Banks, Chicago, make two 
significant statements:“The yield 
of farms is estimated to bring to 
the farmers a money income of 
$10,500,000,000 for this crop 
year... All forecasters are in agree- 
ment that the statistics show and 
prospects warrant the statement 
that volume of trade will continue 
to be large during the remainder 
of 1925.” 

The farmer’s prosperity is as- 
sured. And steady, volume trade 
indicates general prosperity. Gen- 
eral prosperity means big demand 
for Smith Smart Shoes; choice 
leathers and exacting workman- 
ship are essential when the swing’s 
to better things. 


INSTOCK 


CAs illustrated 
{ cAnother uptrend style for Fall} 


No. 4302 
Black Hickory Calf 
Varsity Last 
A, 7 to 11; B,6to11; Cand D,5toll 


$6.00 


No. 3302 
Light Color 
Tan Hickory Calf 
Varsity Last 
A,7 to 11; B,6to11; Cand D,5toll 


$6.00 


Our new Fall and Winter Catalogue 
illustrates the entire instock line. 
A copy is yours for the asking 


J. P. SMITH SHOE COMPANY 


Smith Smart Shoes for Men and Women Dr. A. Reed Cushion Shoes for Men 





CHICAGO 
671 N. Sangamon St. 


Tel. Monroe 4550 





NEW YORK 








‘o 








148 Duane Street 
Tel. Whitehall 7546 








West Coast Salesrooms: 312 Forrester Bldg., Los Angeles, Cal. 








When writing to advertisers please mention Boot anp Suor Recorper 
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CLASSIFIED AND OPPORTUNITIES DEPARTMENT 


Recorder rates for space less than one-eighth ONS WANTED—Four cents per wo: 
page per issue: tion. Minimum amount accepted, 
Space ltime 7times i13times 26 times 6&2 times 
1 in......$5.00 $4.00 $3.50 $3.00 $2.50 


2in......10.00 800 7.00 6.00 5.00 
8 in......15.00 12.00 10.50 9.00 7.50 
4in......20.00 16.00 14.00 12.00 10.00 
Payment in advance is required, except when regular advertisers, as amounts are too small to open accounts 




















SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 








WANTED — Experienced shoe salesman in 
retail shoe store. Adaptable to serve all 
classes of trade. Opportunity for advancement. 


Fe Extra Money for Shoe Salesmen 


SIDE LINE SALESMEN 








lta Miia id haa Best, proved, quickest selling side-line ever offered. Article 
n 
in Biates and the larger cltice to ‘sell “WA= needed and used by thousands everywhere. Unusual chance for 
TURE TREAD” foot appliance to retail 
stores. Liberal, commissions, Write full, qual- extra profits. Make $35 and up weekly in average territory. 
ence, etc. to 
ture. Tread Co. of Iiinois, 655 S. Wells Sample carried in pocket. Great talking points. Dealers see 
nee advantages at once. A constant repeater. Regular income. Write 
now. State experience. Territory covered, and for how long. 
What houses you have been with, age, and other facts about 
I EO Pad yourself. We want reliable men. This offer is from an old 
side-tine salesme ‘or large ° . 
dle- Western cities wanted by well-known Lynn established house. 
manufacturer, ——— meg gs a. 
ankle welts with a sup! a! 8. ples 
d Iti ied i tock. Commission D ] 
basis only. Address B 701, care Boot & i oO eaiers 
> an Recorder, 207 South Strept, - Becton, You may have some friends among salesmen who might be interested in 
this opportunity. By calling their attention to this advertisement you can 
put them in the way of making a good income without interference with 
their regular line. 


Choice territories open to Salesmen with a Address W. W. H. 


following. To oo =< straight oS a> 

ular priced line women’s novelties, in . 
Hg A yn line and proposition to men 1802 Lytton Bldg. Chicago 
who can produce. Replies treated confiden- 
tially. Write fully with references. A 
B702, care Boot & Shoe Recorder, 207 
Street, Boston, Mass. 


























To Sell 500 Pairs of 
wa, feng Children’s Shoes a Day 


Wisconsin, Missou 8, _ Ne 

Ranees end sintes fresher west | Wee’ 

strong ™ . _ : + 

dealers for immediate deli MF - = Quality Line Sound House Fair C iametestoms 
Shoes, 140 Lincoln 








lel | 


Any man with backbone enough to sell a fair article at a fair price will be 
acceptable and successful. Perhaps he can do it,as a side line. Here’s an 
opportunity for a real salesman who wants more money. This is a direct-from- 
ALESMEN: To sell side line all leather the-factory proposition. Address B 706, care Boot and Shoe Recorder, 


1/5 and stitchdowns 2/11; ular 
poh bay choen 1 in stock. Gat teatlhedles 189 W. Madison St., Chicago, Ill. 
7% commission.. Give full particulars. 
Siaize hoe Co., 420 St. Paul St., Rochester, 




















F.XTRA MONEY FOR SHOE SALESMEN. Arkansas, Mieheie F Alabama, Georgia 


Best, proved, oe opis, gieune — 
jousands 
offered. Article needed and u y Dealt 2 


h U: al cha for extra profits. ienced salesmen t 
Make. 35° and up woolly. "ia averame, terri- STAMP: WORK wtage ae Goodyear ‘W Welt and Ne Nailed, in Blucher, Outing and Moulder. 


tory. Sample eosmsed pocket. Great es Write for particulars, 
Deal advantages at once. con- 
oot repeater. Regular income.” Welle ‘aow. NORTH aanION 1 SHOE FACTORY, Lebanon, Pa. 
State experience. erritory covered, and for 
how long. What houses you have been with. 
% “other facts ag yourself. We want 
Afeie: men. This offer is from an old-estab- 


lished house. Address W. W. H., 1802 Lytton 
Bldg., Chicago. Milwaukee Work Shoes P OSITION WANTED 


We have three territories open. 
Wrepresent_ M Wideawake successful salesmen to If you can sell work shoes and your 
esent Mass. be geen of popular record proves it, write giving references. Yous man fopities with ponafoctnring and 
men’s shoes wi instock selling to Whol: je an olume trade wants 
Bie Ct full —s and territory. ddress B Stephen Strong Shoe Company connection with some reliable concern. Address 
Shoe Recorder, 207 South St., B 703, c/o Boot and Shoe Recorder, 207 South 
a Street, Boston, Mass. 
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FOR LEASE 


LINE WANTED 
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FOR LEASE IN PITTSBURG, 
"KANSAS 


A 100% Location Building, located 
between Woolworth ani 


ten cent stores in same block., Popula- 


tion twenty-five thousand. Drawing 

population one hundred and fifty 

thousand. Lease e¢ — January first, 

— or write F. C erner, Pittsburg, 
ansas. 




















LEASES 
ERIE, PENN. 


132,000 Population 


100%. lease near Woolworth. 
Space 30 x 165 feet. Long term 
lease. 


Fine location next to Keith Vaude- 
ville House and Lawrence Hotel 
and also near Grants. Room 28 x 
32 feet with second floor 85 x 32 
feet. Just the spot for a high 
grade Specialty Shop. 


Next to Feltman and Curme’s 
Store. Location 10'6” x 50 feet. 
The rent is reasonable. 


Between the best men’s stores in 
Erie, a room 23 x 82% feet on a 
ten year lease. 


30 year lease on A-1 location. 
Three story building, 30 x 165 feet. 
At Ninth and State. Must have 
responsible tenant. 


The locations listed above have my 
personal endorsement as being in 
the heart of Erie’s business dis- 
trict and are 100% for their re- 
spective lines. 


P. C. Cunningham 


704 Palace Bidg. Commercial Leases 

















BUSINESS OPPORTUNITY 


WANTED: a line ladies’ novelty shoes for 

icago and surrounding territory. Ad- 
dress B 697 ¢/o Boot & Shoe Recorder, 189 W. 
Madison St., Chicago, Ill 


FOR SALE 











FOR SALE—Live wire shoe store in city of 

70,000 in Ohio. 100% location, clean stock 

of men’s, women’s and children’s footwear. 

Reason, other interests. Address B 704, c/o 

— and Shoe Recorder, 207 South St., Boston, 
ass. 








Stitchdown Shoe Manufac- 
turing Business 

located in city of about 35,000 po; 

tion ued sale. For iculars ad oma, 

B699, c/o Boot and Shoe Recorder, 207 

South Srrest, Boston, Mass. 

















WANTED TO PURCHASE 








CASH PAID 


for entire shoe stocks or surplus stocks 
of shoes or other merchandise. Any 
quantity. Prompt attention given. 


KIRSCH-BLACHER CO., Inc. 
622-624 Broadway, New York, N. Y. 





Phone Spring 1443 








WANTED CABRETTAS 
English Boot Manufacturer cutting up 
large quantities of Black and Tan Ca- 
brettas, wants to get in touch with 
Manufacturer or Exporter of same, with 
view to business. When replying give 
full particulars as to Quality, Substance 
and Price in first Instance. 

ogee © rothers, Ltd. National Works, 

oad, Wellingborough, England 








We buy quick and pay highest cash 
price for retail and wholesale stocks 
of shoes or any other merchandise. 
Quantity no object. 

For 30 years our specialty. 

Bank and mercantile references. 


BROOKLYN PURCHASING SYNDICATE 
FRANK WALKER, 
610 Pong trv Vite «erg 























An Exceptional 
Opportunity 


A. leading apparel house of 
nearly a hundred years’ stand- 
ing in New Orleans is erecting 
a modern store in the heart of 
the retail district, 


It is prepared to offer about 
2,500 square feet of floor space 
to be operated on a leased basis 
to a high grade ladies’ shoe de- 
partment or a high grade chil- 
dren’s shoe department or both. 
Address K-803 care of Boot and 
Shoe Recorder, 127 Duane 
Strest, New York City. 








FOR RENT 





FOR RENT, the most valuable corner in Bir- 
mingham, Second Ave. and 21st St. Space 
27 x 27. Kartus Department Stores, Birming- 
ham, Ala. 
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PUBLISHED WEEKLY IN THE INTEREST 
OF THE RETAIL SHOE MERCHANT 


by the 
BOOT AND SHOE RECORDER 
PUBLISHING COMPANY 
(Incorporated under Massachusetts Laws) 
CAPITAL $150,000 





ADVERTISING RATES—Card of Advertising 
Rates furnished on application. For rates 
for Wants, For Sales, etc., see Want Page. 


Every precaution is taken by the BOOT and 
SHOE RECORDER to avoid printing ov 


ublishers ject any 
advertising or reading matter which is not in 
line with this policy. 





OFFICES IN 
BOSTON OFFICE, 207 Seuth Street. Coer- 
relating to all 


should be addressed to the Boston office. 
NEW YORK CITY, 239 West 39th St. 
BOSTON OFFICE: 207 South Street. 
ae OFFICE: 224 Moraine St., Gee. 
Manager, Telephone 507. 


W. R. Hill, 50 
CHICAGO OFFICE: 11 189 West Madison St. 
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A NEW YORK OFFICE? 


You can now secure a New York City sales office and 
display room in the best location in the largest shoe 
buying center in the world. 

Suitable for a substantial line alone or for two non- 
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B705, c/o Boot and Shoe Recorder, 
rs 127 Duane St., New York City, N. Y. . 
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PEERLESS PLATE GLASS DISPLAYERS FOR EVERY SHOE WINDOW Milbradt Rolling 

“FIRST QUALITY” PLATE GLASS IN FIVE SHAPES % IN. THICKNESS 

bs ™ EDGES GROUND AND POLISH —— Step Ladders 
OVALS = >t 7o =| are made in a great 


A 
conga FIGURE & OBLONGS SQUARES many styles to suit 


- Jus ; | all kinds of stores 
A =| and shelving. They 
es =| will enable you to 
; a gt along with less 
/ 4 cma i i elp, save the 
2 ? bE omni wear and tear on 
— » ones 
5 80 : 
5 90 - — 








a our shelving, an 
60 Aa, helvi d 
elp the appear- 

ance of your store. 
Shipped subject to 
approval and satis- 
faction guaranteed. 
Write for our latest 
A catalog showing 18 

PEERLESS DISPLAY DEVICE CO., 19 WEST 24th ST.. NEW YORK CS Sees By a 
Boxing Glass Charges, Orders Up to $10.00 Charge 82.00 Over $3.00 Sy 2 fixtures. 


Milbradt 
Manufacturing Co. 


2416 No. 10th Street 
ST. LOUIS, MO. 
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Outing of Rickard Co. 
Employees 

HAVERHILL.—The fifth annual out- 
ing of the Rickard Shoe Co. was en- 
joyed by nearly 1000 employees of 
the Company’s two factories. The 
NEW and USED CHAIRS 2 Made Only of Wood day’s events began with a parade 
Prices from $2.00 each up tar ot limes through the factory district with an 
’ Always on Hand IMMEDIATE escort of two brass bands. At the 
Crown Motion Picture Supplies SHIPMENTS head of the marchers were Edwin M. 
138 W. 46th Street , and J. D. Rickard of the concern, 
New York City - - - - - - - N.Y. une fer Cafateg also George, Charles, and Maurice 
Tag Cecan Ounew Co. Miller, of I. Miller & Sons, Inc. Of- 


Tiw. FOURTH ST. 


ong gree fice executives and employees were 
ATTRACTIVE Herel Fixtures o Show Cooes next in line, followed by factory 


(7510) ae an -% re) workers. Costumes designed espe- 
ANDY 8 ON KE N cially for the occasion were worn. 
i A | =) = a ESTABLISHED 1880 An automobile division and motor 
for the exclusive shoe trade buses to convey the party to the out- 
PRICE-SERVICE-QUALITY ing brought up the rear of the pa- 
Seay SArier'y rade to the picnic grounds at Cen- 
5 ee Footwear Manufacturers tennial Grove, Essex, Mass. The 
MEYER CO Bus first event was a baseball game be- 
SETS Exar y tween teams representing the welt 
Seta LamaNGTON Ave MILWAUKEE—Shoe and hosiery and the turn factories, the former 
PEE Np na pho ft Se manufacturers of this city are show- being the winners by a close score. 
. iy ing much activity. Employment A dinner was served, followed by 
conditions are improving, with dancing and a program of field 

a Titlons pn ge rig skilled workers in good demand. 

















———_.0 eZ 
a al )) 5or— <a 


Phe 





APPROVED BY 
MEDICAL MEN 


Asas support for the ankles of 
gtowing Idren and as a _ fully 
. the Burkley Venti- 


> Wz y oes 

ventilated shoe ae ta 
lated Foot Developer is unexcelled. .s 
Well known surgeons recommend its H 1 
use. 

Make your stock of ote rs 6 
wEnTHLATIONS) -bildren’s shoes com- 

eatentso §=—s plete 


Broadway at 44th Street 
OVERLOOKING TIMES SQUARE 


NEW YORK 
Distinguished for Its High Class 
Clientele 
SHOE CO. h ROOM &@ BATH 
3288 Ko. vf eae ahs ll 
Brockton, Mass. mo are recommended. 
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That’s A Perfect Job! 


AT a marvel Repco Dye is for dyeing black, all kinds of russet, 

tan and other light-colored leathers. It is very easy to dye light- 

colored shoes a permanent jet black with Repco Dye. When dry, 
it can easily be rubbed up to a smooth, glossy lustre. 


») 
4 
> 


The shoes will look as though they were always black. Repco has 
no offensive odor and is unaffected by water. 


Repco Dye is now put up in convenient 24-ounce bottles. This 
new size is particularly adapted for home use. Your customers will 
welcome Repco as a means of getting longer wear out of their light- 
colored shoes which have become hopelessly soiled. Black polishes 
and pastes can be applied over Repco with excellent results. It will 
pay you to keep a supply of Repco Dye on hand. 


For Sale by Shoe Findings Dealers 


United Shoe Machinery Corporation, Boston, Mass. 


San Francisco Branch: 859 Mission Street 
J. K. Krieg Company, 39 Warren St., New York City 


When writing to advertisers please mention Boot anp SuHor Recorper 
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Progressive retailers, and they are legion, know that 
ROGERS BROTHERS fashion-right footwear 


sells with regularity and insures repeat sales 








25 cts. IN STOCK 
Less e WN at once— 


a pair on service 
36-pair lots traditionally 











“Powder Puf oY 


In demand _ everywhere, 
one of the best selling 
styles in the better stores. 


No. 5246—In Patent Leather, 
Black Satin, Black Velvet, 
Blonde Kid, New French Blonde 
Satin, 17/8 Full Louis Heel, A 


to C—$4.35. 


In the foregoing materials with 
Cuban heels—$4.25. 


Newspaper Mats 
Furnished Free 
with case lot pur- 
chases of each ma- 
terial. 


Charming, practical, 
graceful, and as new as 
this morning’s newspaper. 
Typical Rogers Brothers 
Value. 


No. 5258—With selected beaded 
ornament, self ruffle filler, in 
Pheasant Brown Velvet, Black 
Velvet and Patent Leather, 13/8 
Cuban heel, A to C—$4.50. 


Same materials with 16/8 full 
Louis heel—$4.60. 


A beautifully lasted 
D’Orsay, smart, correct; 
perfect fitting and excep- 
tional value. 


No. 5480—Patent Leather, Black 
Satin, Black Velvet, Brown Vel- 
vet, 16/8 Full Louis Heel, A to 
C—$3.75. 


Same materials with Cuban heel 
—$3.60. 


Same material with 8/8 heel— 
$3.60. 


59 Lincoln Street 


Boston, Mass. 
135 Bush Street 
San Francisco, Cal. 


GENUINELY SMART MODES 


When writing to advertisers lease mention Boot anp SHoe REcoRDER 














